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Peg Perego has the "hottest" battery- performance looks and features. Buyers 
powered vehicles on the block! They can't resist our high-performance sell- 
have somany details that through and margins. Don't 
kids think they're real. miss the opportunity to be 
Kids can't resist our high- a part of Peg Perego's success. 
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October 
13-15, Chicago 
Marketplace 92, McCormick Place. Con- 
tact: POPAI (201) 894-8899. 
13-16, Dallas 
Juvenile Products Show, Dallas Apparel 
Mart. Contact: JPMA (609) 985-3238. 
16-18, Hong Kong 
Hong Kong International Toys and Gifts 
Show, Hong Kong Convention and Exhibi- 
tion Centre. Contact: Kenfair International 
Limited (852) 311-8216, (852) 312-0017. 
23-27, Rosemont, Ill. 
Transworld Housewares and Variety Ex- 
hibit, O’Hare Exposition Center. Contact: 
Transworld Exhibits (708) 446-8434. 
25-28, Universal City, Calif. 
EPM Entertainment Marketing Confer- 
ence, Universal City Hilton and Towers. 
Contact: Riva Bennett (718) 469-9330. 
29-Nov. 1, Rosemont, Ill. 
Chicago Model Hobby Show, O’Hare Ex- 
position Center. Contact: Larry Sperling 
(708) 310-1222. 


November . 
2-4, Dallas 
Dallas Toy Preview, Dallas Market Center. 
Contact: DMC (214) 655-6100 
27-Dec. 6, Jakarta, Indonesia 
International Toy Fair, Jakarta Interna- 
tional Trade Center. Contact: K.A. King, 
BVS Ltd., Sceptre House, 169-173 Regent 
Street, London, W1R 7FB. Tel. 071 734 
4104 


December 
3, New York 
TMA Annual Meeting, 200 Fifth Avenue. 
Contact: TMA (212) 689-4411. 
7-11, Atlanta, GA. 
Image World Atlanta, Video Expo, The 
Cammp Show. Contact: Knowledge Indus- 
try Publications (914) 328-9157 
14-18, Orlando, Fla. 
Image World International, Orange Coun- 
ty Convention Center. Contact: Knowl- 
edge Industry Publications (914) 328- 
9157. 


January, 1993 
5-8, New York 
NADI Visual Marketing Show, Passenger 
Ship Terminal. Contact: NADI (212) 213- 
2662. 
5-10, Orlando, Fla. 
Kite Trade Association International 
Show, Omni Hotel. Contact: Kite Trade 
Association (415) 764-4908. 
7-10, Hong Kong 
Hong Kong Toy and Games Fair, Hong 
Kong Convention and Exhibition Centre. 
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Calendar 


Contact: HKTDC (212) 838-8688. 

7-10, Las Vegas 

Winter Consumer Electronics Show, Las 
Vegas Convention Center. Contact: CES 
(202) 457-8700. 

9-14, N. Yorkshire, G.B. 

Harrogate International Toy Fair, Exhibi- 
tion Centre. Contact: Harrogate Interna- 
tional Toy Fair, Ltd., 8-9 Upper Street, Is- 
lington, London N1 OPP 

17-20, Dallas 

Hobby Industry of America Show, Dallas 
Convention Center. Contact: HIA (201) 
794-1133. 

17-20, New York 

National Retail Federation Annual Con- 
vention and Exposition, New York Hil- 
ton/Sheraton. Contact: National Retail 
Federation (212) 563-5113. 

23-27, Milan 

International Toy Exhibition of Milan. 
Contact: International Toy Exhibition Se- 
greteria, E.A. Salone Internazionale del 
Giocattolo, Via Petitti, 20149 Milano, Italy 
27-Feb. 2, Paris 

Paris International Toy Fair, Paris-Nord 
Villepinte Exhibition Park. Contact: Kristy 
Notor (212) 307-8835 or Promosalons 
(703) 351-5670. 

30-Feb. 3, London 

British Int’l Toy and Hobby Fair, Earl’s 
Court. Contact: BTHA, 80 Camberwell 
Rd., London SE5 OEG 

31-February 3, Toronto 

Canadian Toy and Decoration Fair, Metro 
Convention Centre. Contact: S. Edmond- 
son, Canadian Toy Manufacturers Associ- 
ation, P.O. Box 294, Kleinburg, Ontario, 
LOF 1CO 


February, 1993 
4-7, Las Vegas 
The Toy Show, Las Vegas Convention 
Center. Contact: Interexpo (516) 674- 
0200. 
4-10, Nuremberg 
Nuremberg International Toy Fair, Messe- 
zentrum. Contact: Spielwarenmesse eG, D- 
8500, Nurnberg 50. 
8-17, New York 
American International Toy Fair, 200 
Fifth Avenue, 1107 Broadway. 12-15, Ja- 
vits Convention Center. Contact: Toy 
Manufacturers of America (212) 675- 
1141. 
13-16, New York 
Variety Merchandise Show, Javits Conven- 
tion Center. Contact: Thalheim Exposi- 
tions (516) 627-4000. 
15-17, New York 
MIAA New York Dollhouse and Minia- 
tures Show, Sheraton Centre. Contact: 
MIAA (614) 452-4541. 


16-17, New York 

National Mail Order Merchandise Show, 
New York Hilton. Contact: Charles M. 
Riotto (908) 246-2212 


March, 1993 
12-14, Pomona, Calif. 
Los Angeles Model Hobby Show, Sheraton 
Hotel. Contact: RCHTA (800) 255-1250. 
13-15, Seattle 
Pacific Northwest Toy Association Show, 
Seattle International Trade Center. Con- 
tact: PNTA (206) 441-8442. 
14-17, Dallas 
Dallas Toy Show, Dallas Market Center. 
Contact: DMC (214) 655-6100. 
27-31, Pomona, Calif. 
California Kids Expo, Fairplex. Contact: 
Phylis St. John (818) 442-1635. 


May, 1993 

2-5, Naples, Fla. 

TMA Annual Summer Conference, Ritz 
Carlton. Contact: TMA (212) 675-1141. 
2-5, Atlanta 

American Stationery Fair, Atlanta Gift 
Market. Contact: Atlanta Gift Mart (404) 
220-3000. 

4-6, New York 

Premium Incentive Show, Javits Conven- 
tion Center. Contact: Thalheim Exposi- 
tions (516) 627-4000. 

15-18, New York 

National Stationery Show, Jacob K. Javits 
Convention Center. Contact: Patti Brick- 
man (212) 340-9275. 


June, 1993 
3-6, Tokyo 


Tokyo Toy Show, Nippon Convention 
Center. Contact: Japan International Toy 
Fair Association, No. 22-4, Higashi Koma- 
gata, 4-chome, Sumida-ku, Tokyo, 130, 
Japan. 

5-8, Chicago 

Summer Consumer Electronics Show, Mc- 
Cormick Place. Contact: CES (202) 457- 
8700. 

22-24, New York 

Licensing ‘93, New York Hilton Hotel and 
Towers. Contact: Expocon (203) 374- 
1411. 


September, 1993 
20-21, Dallas 
Dallas Toy Show, Dallas Market Center. 
Contact: DMC (214) 655-6106~ 


October, 1993 
3-6, Dallas 
Juvenile Products Show, Dallas Apparel 
Mart. Contact: JPMA (609) 985-2878. 
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U.S. OFFICE: : 
MAISTO INTERNATIONAL, INC. 
7751 CHERRY AVENUE, FONTANA, CA 92336, U.S.A. 


P.O. BOX 1330, FONTANA, CA 92334, U.S.A. 
TEL: (714) 357-7988 FAX: (714) 357-2020 


H.K. OFFICE: oe 
MAY CHEONG TOY PRODUCTS FTY. LTD. 
11/F., BLOCK 1, CAMELPAINT BLDGS., 62 HOI YUEN ROAD, 
KWUN TONG, KOWOON, HONG KONG 


TEL: (852) 341 6321 | FAX: (852) 341 9872 
(Circle No. 2 on Reader Inquiry Card) LL 


FROM 27 JANUARY 
TO 2 FEBRUARY 1993 
PARIS NORD - VILLEPINTE EXHIBITION CENTRE 


fi your diary, the International 
/ ihe orotessionals of the 


Tfatas 4 A O04! 
its Ul THE VEd| 


lexpensive toy svand 
from all five c fope, the 
| every kind 1 


aris. In 1993, the 
pecting 80 tors from 40 countries 
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the dynamic organization of the Interne 
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The exhibition is for the trade only. 


Admission is by invitation, accompanied ft KS gee RY 
by a business card. Requests for TO RECEIVE YOUR NAME ai ala i Ea 3 
invitations should be made to : INVITATION ae | a 
PROMOSALONS INTERNATIONAL ie os sk ara eee ee i Se 
Trade Exhibitions in France, Inc CoMmpiete this form. an POSITION IN 
2300 Clarendon Blvd - Suite 310 return to : COMPANY 
Tel : (703) 522 5000 COMPANY 
Telex : 427 563 FRSHOWS INTERNATIONAL ACTIVITIES 
Fax. : (703) 522 5005 Trade Exhibitions ADRESS 

rf in France, Inc 

2300 Clarendon Bivd 
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Suite 310 
Arlington, Va. 22201 
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WHO 
THE HELL 
MEL APPEL? 


(Circle No. 4 on Reader Inquiry Card) 


new ange of one based on ihe 
released movie, ‘Batm 


. a of ie officers” 
$490,000 in the second quarter 
_ 1992, as compared a8 $2, 381. 000. 


fell to $11,477,000, com- 
prior year, second quarter 


INTRODUCING 
_ THE WORLD'S FIRST & ONLY 
‘WRESTLING TRUCKS 


» WORLD TRUCK WRESTLING ASSOCIATION 


% They punch! They grab! They grapple 
and claw! Mel Appel’s vicious little 


q friction-powered trucks are each six 

inches of Sumo fury. They 

wrestle each other in 

their own WTWA™. 
See them 

on television | 
demonstrated by ‘ 

’ Mel Appel’s wildly 


Ge 


a 
“ 


Call The me Appel Group, Inc. (201) 503-1234 — (Circle No. 5 on Reader Inquiry Card) © 1992 ve ggem et fights reserved 


Financial Reports 


STOCK MARKET PRICES FOR LEADING TOY COMPANIES 
es 


From 08/07/92 - 09/01/92 Last Fiscal Year 
i (Per Share) 


Indicated 


Last 
Change 52-Week Dvd. Rate Last Fiscal Year - — LM 
“V0. erm 
Close | Amt [ Pet | High | Low j in| Rat i in | Debt | Equity | Date 
% A 


Over the Counter 


A Greetings A (0 
Avatar Hegs (0). 


10 -9 
74S 5692 


All data are based on sources believed to be reliable, but its accuracy is not guaranteed, Every effort will be made to correct errors, when discovered, in future issues. 


N - New York Stock Exchange NA - Not Applicable NE - Negative Earnings Q - First Quarter N - First 9 Months 
A - American Stock Exchange NC - Not Calculable NM - No Meaningful Figure S - First 6 Months F - Fiscal Year 
0 - NASDAQ Over-the-Counter 

Data and Table Prepared by Media General Financial Services, Inc., Richmond, Virginia 23219 
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°F sums-nnes ie 
TOxy9 
TOY 
S Ho W 


The largest and most pres- 
tigious show in Japan. This 
year, over 230 manufacturers 
and dealers will be exhibiting 
their newest products. 

Plan now not to miss this 
chance to attend. 

@ltems to be exhibited 
Battery Operated Toys 
Mechanical Toys 

Plastic Toys 

Games 

Character Merchandise 
Boy's and Girls' Toys 

Dolls 

Stuffed Toys 

@Attendants 

124,085(In 1992) 


x If you wish display space, please post 
your application by December 28th 1992. 


We'll be waiting for you at Makuhari! 


JAPAN INTERNATIONAL 
TOY FAIR ASSOCIATION 


Nippon Convention Center (NCC) 
is located in MAKUNARI, Chiba 
City — exactly halfway 

between Narita Airport and 
downtown Tokyo. This puts both 
a quick 30 minutes away by 
expressway. Also, the Japan 
Railways (JR) Keiyo Line will 
soon connect central Tokyo and 
NCC in 30 minutes. The station 
(Kaihin Makuhari) is right in 
front of NCC — a short walk and 
you're there! 


No. 22-4, Higashi-Komagata 4-chome, Sumida-ku, Tokyo 130, Japan 
Tel:(03)3829-2521 Fax:(08)3829-2549 Cable:JAPANTOYSHOW 
(Circle No. 6 on Reader Inquiry Card) 


We’re baaack! The Russ family of products 

for Fall 1998 with a much bigger 

consumer ad program than the one you saw in 
the spring. Twenty of the biggest and best 
magazines. More than thirty products. Over 100 
individual ads. Our phones will be ringing. 

We’ll direct customers to the nearest store. 


And millions will want to Just 
say it rn 3 
ee a 


©1992 Russ Berrie and Co., Inc. 


Russ Berrie and Compa 111 Bauer Drive * Oakland, New Jersey 07436 * 1-800-631-8465 


PARENTING FamilyCirde screnieci REDBOOK 


GLAMOUR | |=" Womans Da child 
NEWYORK, entertainment, food, : 


eping instead 
southern og "8 y “Journal Ruents 


Hemes COSMOPOLITAN MeCall’s 
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Industry 


News 


BRIE EFLY... 


Hl ahd victims 


_ encourage its members and those of 

_ other industry associations to help 
victims of Hurricane Andrew by do- _ 
nating crafts materials. Items to be 

donated should be sent to: ADRA © 
Warehouse, 3909 East Semoran — 
Ave., Apopka, Fla., 32703. 


Pressman boosts chess 


Pressman Toys has been named 
the official sponsor of a national 
scholastic chess program — the 
Pressman Chessman — involving 
thousands of elementary, junior — 
_ high, and high schools throughout 

the country, it was announced by 
_the U.S. Chess Federation. Press- 
‘man will assist the U.S. Chess Fed- 
eration in building a program to 

promote chess playing at the scho- 
lastic level. 


Fisher-Price acquires 
juvenile product line 


E. AURORA, N.Y. — Fisher Price has an- 
nounced it has entered into an agreement 
to acquire a line of youth beds and storage 
units from The Newborne Company, Inc. 
of Worthington, Mass. The company’s 
lines — My Little Beds and Underdrawers 
storage units — are to be sold under the 
Fisher-Price brand name. 

“This acquisition reflects our commit- 
ment to entering new areas of business in 
the juvenile products industry,” said 
Strawn Cathcart, senior vice president of 
marketing at Fisher-Price. “Youth beds 
has been emerging as a growing industry 
within the juvenile products industry over 
the last two years and we’re excited about 
this new area of opportunity.” 

The company is scheduled to introduce 
the new lines at the Juvenile Products 
Manufacturers Association Show. The 
products will be distributed through toy 
supermarkets and other outlets. 
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Rebate plan adds two firms 


HOUSTON, TEX. — Kalmbach Publish- 
ing Company and International Hobby 
Corporation are the latest model railroad- 
ing manufacturers who have agreed to 
sponsor the National Model Railroad Asso- 
ciation (NMRA)/Hobby Shop Christmas 
Rebate Promotion. 

The Hobby Shop Christmas Promotion 
has attracted leading model railroading 
equipment manufacturers to its co-op ad- 
vertising program. 

Bachmann Industries and Wm. K. Wal- 
thers & Co. Inc. both have sponsored the 
program since its origination in 1985 and 
are again involved, along with Microscale 
Industries and Northwest Short Line. 

“In addition to the four very devoted 
sponsors we’ve had participating in the 
program, we’re very pleased to add Kalm- 
bach and IHC to our growing family of 
manufacturers who want to help retailers 
succeed in attracting new customers,” 
said Jim Myers of Motivators, Inc. Motiva- 
tors, managing partner of the NMRA Pro- 
motion, is a public relations and advertis- 
ing agency based in Houston. 

With six of the most prominent manu- 
facturers in the model railroading industry 
rebating merchandise to retailers, the deal- 
ers have more opportunities to get their 
advertising expenses back. 

“With over 15,000 items covered — 
many of them ‘start-up’ type products — 
retailers can really get someone else to pay 
for their Christmas advertising,” remarks 
Myers. 

This national program offers retail hob- 
by shops a way to recover some or all of its 
holiday radio advertising expenses. The 
program’s objective of gaining new hobby- 
ists and increasing overall sales has estab- 
lished it as a perennial favorite with hobby 
shops. 

The NMRA Christmas Rebate Promo- 
tion pairs competitive manufacturers with 
retailers in a cooperative effort to promote 
the hobby of model railroading. Kalmbach 
and IHC, along with the four other return- 
ing manufacturers, will give merchandise 
credit rebates on purchases made by hobby 
shops who advertise on their local radio 
stations during the upcoming 1992 
Christmas season. 

These shops earn a 5 percent merchan- 
dise based on the brand-name products 
purchased between January 1, 1993 and 
October 31, 1993 from any or all of the six 
sponsoring manufacturers. 

The promotion is a partnership between 
local shops selling model _radilroad equip- 
ment; sponsoring manufacturers who 
make the products; the NMRA and finally 
the local radio stations, who actually sell 
the promotion. 

According to Dick Maddox of Bach- 
mann Industries, leading model railroad 
equipment manufacturers have a leader- 
ship role in the industry that carries with it 
a number of responsibilities that include: 
producing quality products year after year, 


using the company’s capabilities and mar- 
keting expertise to guide the future of the 
industry, and continually promoting the 
hobby itself. 

“Generating sales was not the original 
motivating force for Bachmann’s decision 
to participate in the NMRA Promotion,” 
says Maddox. 

“Industry leaders must sometimes look 
beyond sales figures and choose to actively 
assist the retailers with their marketing 
objectives,” he continued. 

Retailers interested in this Christmas 
Promotion should contact their local radio 
station and have them contact ReCas (800- 
447-1950 ext. 419) or call Jim Myers at 
(713) 784-5560. Manufacturers wanting 
to participate in next year’s Promotion can 
either call or write to Motivators, Inc. at 
7171 Harwin, Suite 308, Houston, Texas, 
77036-2119. 


Steiff U.S.A. hosts 
National Zoo event 


Otmar Dreher (right), president /CEO of Steiff 
USA congratulates Dr. Michael Robinson, direc- 
tor of the National Zoo, on the opening of the 
Zoo's new Cheetah Conservation Station.. 


NEW YORK — Steiff U.S.A. celebrated 
the opening of the new Cheetah Conserva- 
tion Station at the National Zoo in Wash- 
ington, D.C. recently by hosting a festival 
entitled “Cheetah Day at the Zoo spon- 
sored by Steiff.” 

Steiff designed the one-day event to 
build awareness of this endangered spe- 
cies’vulnerable situation. Activities includ- 
ed a Cheetah Conservation Puppet Show 
performed by local high school students. 

The show starred the cheetah and a full- 
line up of Steiff zoo animals. Kids enjoyed 
having their faces pointed to look like “ex- 
otic cats” at the Cheetah Face Painting 
Station, and at the Arts and Crafts Table, 
kids made their very own Steiff cheetah 
masks. Drawings for Steiff stuffed chee- 
tahs were held throughout the day. 

At a private reception for a group of 350 
benefactors and friends of the National 
Zoo, Otmar Dreher, president/CEO, ac- 
knowledged that “Steiff USA is very hap- 
py to join the National Zoo in celebrating 
the opening of the Cheetah Conservation 
Station. Our contribution to this state-of- 
the-art exhibit represents our commitment 
to educating people about the importance 
of preserving wildlife.” 
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ANNOUNCEMENT 


We proudly announce that a new world-wide patent 
pending "Liquid-safe"™ Water-gun has been invented. 

The invented electronic device, world-wide patent 
pending, installed inside the water-gun can sense the liquid, 
and stop the water-gun to operate when acid, bleach, urine, 
alcohol, oil, gasoline, strong alkali...etc, are filled inside the 
container of the water-gun. . 


Model : 269 
Air Pressure Smart SUPERJET™'500 Water gun. 


Model : 268 
Air Pressure Smart SUPERJET™ 1000 Water gun. 


Model : 267 i 
Air Pressure Smart SUPERJET 2000 Water gun. 


World-wide distributor/Agent wanted. 
G Goldmen Electronic Co. Ltd. 


5/F., AGINCOURT IND. BLDG., 428, CHA KWO LING RD., YAU TONG, KOWLOON, HONG KONG. 
TELEX : 49765 GOMEN HX CABLE: GOLDMEN TEL: 7276402 FAX : 852-7726385, 852-3486023 
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Retail Survey of Best-Selling Toys 


Listings based on NPD’s TRSTS report of July sales 


BEST SELLING SKU’S 


RANK BASED ON DOLLAR SALES VOLUME 


Last Current Manufacturer & Avg. Ret. 
Month Rank Description Price 


BEST SELLING SKU’S 


RANK BASED ON UNIT SALES 


Last Current Manufacturer & Avg. Ret. 
Month = Rank Description ri 


rice 


rs 1 Nintendo/Super Nintendo 144.05 Larami/Super Soaker 50 $10.19 
4 2 __Larami/Super Soaker 50 $10.19 Ace Novelty/Treasure Trolls 
os 3 Capcom/Street Fighter II 74.05 Small 
3 4 Sega/Genesis 128.68 Kenner/Batman Action 
5 5 Nintendo/Game Boy 80.26 Figures Asst. 
6 6 _Larami/Super Soaker 200 29.75 Mattel/Hot Wheels Vehicles 
7 7 Nintendo/Challenge Set 89.97 SR Mickelberg/Electronic 
17 8 Ace Novelty/ Treasure Mini Fazer 

Trolls Small 3.62 Playmates/TMNT Mutations 
9 9 Kenner/Batman Figure Asst. 5.99 Intex Recreation/Economats 
1 10 Larami/Super Soaker 100 20.03 Ace Novelty/412” Treasure 
10 11. Nintendo/The Legend Trolls Asst. A 

of Zelda 48.53 Mattel/Hot Wheels Asst. B 
a: 12 Kenner/USA Basketball Mattel/Hot Wheels Asst. A 

Team Lineup 66.02 Larami/Super Soaker 20 


8 13 Playmates/TMNT Mutations 7.40 Manhattan Products/Bubble 
12 14 Sega/MLBPA Sports 

Talk Baseball 63.54 
8 15 Electronic Arts/Bulls vs. 

Lakers 59.25 
15 16 Ace Novelty/Treasure Trolls 7.52 
i 17 Intex Recreation/Rainbow 

Snapset 8X18 16.20 
oe 18 Sega/Game Gear System 

(Sonic in-pack) 129.95 
16 19 Sega/Game Gear 129.80 
os 20 Little Tikes/Cozy Coupe 41.54 


**Not in Top 20 Last Month 


ap 
Playmates/TMNT Asst. A 
Playmates /Sewer Spitting 
Figure Asst. 
Playmates/TMNT Theme 
Figure Asst. 
Intex Recreation/Beach 
Ball 20” 


Kenner/Terminator 2 Figures 
Uneeda/Wishnik Dolls 3” 
Playmates/TMNT Figure 
Asst. B 


20 Applause/Magic Troll Babies 
**Not in Top 20 Last Month 


BEST SELLING BRANDS 


RANK BASED ON DOLLAR SALES VOLUME 


Current Manufacturer & oe Last Current Manufacturer & 
Rank Description Month Rank Description 


All Mfrs./Nintendo 16-Bit t 7 Playmates/Teenage Mutant 


All Mfrs./Genesis é: Ninja Turtles 


All Mfrs./Nintendo 8-Bit 8 8 All Mfrs./Batman 
Larami/Super Soaker 10 9 Ace Novelty/Treasure Trolls 


All Mfrs./Game Boy 9 10 All Mfrs./Game Gear 
Mattel/Barbie **Not in Top 10 Last Month 
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PICK UP 


Retailers everywhere are giving rave 
reviews to the Koosh® brand, calling it the 
#1 impulse line across the U.S.A.! 


Consumers just can’t resist the impulse 
to pick up these products. And the Koosh 


feeling and fun makes them hard to put down. Koosh Ball” 


Koosh is now a broad line of exciting hot —Playthings 
‘Wrcsh ali are selling products. And for 1992, OddzOn’s new 
hot sellers” Koosh line is bigger and hotter than ever. 


—Toy & Hobby Weekly Report Appealing to everyone. Selling day in and day 
out, month after month. Delivering more 
dollars per square foot to maximize your profits. 
So to get your cash register ringing, pick up 


the Koosh Hot Line. Od dzOn. 


a 


“Koosh Ball has 


become a classic” 
—Toy Book 


“Big demand 


for everything in Koosh” 
ai . 1- 800-75- 


“Koosh Paddles sell out when 


they arrive in store” 
—World Toy News 


“There are mini-Kooshes, key-ring Kooshes 
and yo-yo Koosh. If you're a good parent, 
you'll buy one before they 


are all sold out.” 
—L.A. Daily News 


Koosh Paddleball— 


included among the Best We've been selling 


quite a few Wooshes and 


New Toys of 1991 
“2 Kooshes, both by OddzOn. We 
—Parents Magazine & ; ” 
Working Mother sell anything OddzOn sends us. 
Magazine —Toy and Hobby Weekly Report 
on © 1992 OddzOn Products Inc. ™ and ® designate trademarks of OddzOn Products Inc. 
\ All rights reserved. OddzOn will take all necessary steps to protect its intellectual property rights. 
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What’s Selling 


Twin Cities 


Irene Clepper 


Back-to-school lifted August from the 
summer slump in toy, game and hobby 
sales caused partly by the recession and 
partly by the coldest summer in Minnesota 
history. 

At the same time, retailers in the newly 
opened Mall of America benefited from 
traffic that hit the one million mark the 
first week, and before school started, was 
topping 200,000 some days. Among the 
newest additions to the megamall is Ser- 
vice Merchandise, the Nashville Tenn.- 
based catalog showroom chain, which will 
also be opening more stores—probably 


five—in the Twin Cities. 

Consumers are hesitant about spending 
money, “unless they see substantial price 
cuts or, in the case of school items, feel 
that the expenditure is necessary,” one re- 
tailer commented. 

Another retailer who agreed said, “I ex- 
panded my back-to-school section a lot 
this year, including ‘educational’ items for 
pre-schoolers, and instructed sales asso- 
ciates to talk with parents about the value 
of early learning.” 

As a result, Texas Instruments’ items 
were doing well, along with Ravensburger. 
One store was featuring an attractively 
priced easel from Amav—at $19.99, it 
came with paper, markers, colored chalk, 
chalk eraser, brush, paints and a tray to 
mix them in. 

Another retailer included sports bags in 
the back-to-school section. MacGregor 
bags were under $8 and Wilson’s under 
$25. Ero’s Batman backpack at $19.99 
was popular—along with Thermos Bat- 
man lunchbox ($4.99) and a wide range of 
other licensed lunchboxes, such as Alad- 
din’s Beauty and the Beast, 101 Dalma- 


A LICENSE TO WIN. 


In a sometimes cluttered world of average 
and ordinary toys emerges a company with 
new and_ innovative product ideas, 
ToyQuest. Come and explore the many 
products available for licensing. We offer 
products ranging from educational to water 
toys to the novel and more. ToyQuest's 
continued development of hundreds of toys 
annually insures ideas with excitement and 
market value. 


weal. 


ToyQuest 


helping inventors & entrepreneurs 
in the toy industry. 


817-540-1574 


(Circle No. 10 on Reader Inquiry Card) 


18 


tians and Treasure Trolls, all for under $5. 

Back-to-school also meant watches and 
barrettes, combs and ponytail holders. One 
national chain created traffic with two 
week-long specials on 70-page spiral note- 
books for 16 cents. 

For students needing a little relief from 
classes, there were: Notebook Games from 
Tyco, at under $6; Nerf Slingshots and 
Turbo Screamer footballs, for under $10. 

One chain was making its bid for school 
purchase traffic by matching its prices on 
Pentech and Paper Mate pens to fit the 
mail-in rebate offers so that customers 
could have the pens for free. Along with 
this move as a trio of special coupons of- 
fering Paper Mate jumbo markers for 59 
cents, American pencils (10) for 39 cents 
and a pencil sharpener for 29 cents. 


Economy forces discounts 

Sale prices continued to be standard op- 
erating procedure as merchants coped 
with the tendency of consumers to wait- 
and-see about the economy in general and 
their jobs in particular. Murray boys’ 20- 
inch all-terrain bikes were advertised at 
$110 with a match-any-price guarantee. 
Playskool “first bikes” could be had for 
under $30 and Fisher-Price boys’ or girls’ 
Tough Trikes were going at under-$25. 

“You have to head up an ad with ‘per- 
cent off’ or put ‘sale’ signs on enough dis- 
plays in the store or you won’t catch cus- 
tomers’ attention,” a retailer emphasized. 

His statement was borne out in many 
stores, where, for example, Crayola cray- 
ons were two for $1 and all Crayola sets 
were 25-percent off; Ninja Turtles Muta- 
tions were on sale at $5.99; and Golden 
Books were two for $5. 

Nintendo’s Game Boy was marked down 
to $79.99, with its software as low as 
$27.99. Sega Genesis and Super NES were 
battling it out at $130 and $140 respec- 
tively, with selected games in the $25 
range for Genesis and $48 for Super NES. 

In the area of special promotion, one 
chain was reaping sales from Thomas the 
Tank merchandise, tying in everything 
from floor puzzles ($4.40) to board games 
($12) and lunch boxes ($9.60) with kids 
clothing, priced from $12.80 to $28.80. 
Thomas the Tank Engine even made a spe- 
cial appearance at two metro area stores. 

In line roller skates have become a have- 
to-have and Barbie is among those wheel- 
ing away on them. For less than $10, the 
ever-popular Barbie and friends ap- 
peared—and disappeared—from toy 
shelves, wearing Rollerblades that flashed 
and sparked. Like all serious skaters, the 
Mattel figures had kneepads and elbow 
pads and wore hip packs. 
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Atlanta 


Trolls keep 
heads 
above 
water 


te 
Letitia Sweitzer 


Prerequisite school supply sales and summer clearance perks 
both spelled success for late third quarter sales. School started 
even earlier this year in the metro Atlanta area, sending shoppers 
scurrying for back-to-school supplies on the heels of family vaca- 
tions. Must-haves on the school supply list included crayons, 
notebooks and pens; arts and crafts supplies also figured heavily 
in sales. Kenner Spirograph for $9 was a hit as was Kodak’s Art 
Center, also for $9. Tyco’s Travel Magna Doodle was still selling 
out regularly. 

Every school child had to have a new backpack. Popular this 
month were 101 Dalmatians, Minnie Mouse, Mickey Mouse and 
Batman motifs. Theme character lunch kits were topping the list. 
Popular ones by Thermos and Aladdin include Batman, 101 Dal- 
matians, Beauty and the Beast, and Barbie. 

The 101 Dalmatians’ black and white spots covered more 
than backpacks. Several shoppers purchased almost the complete 
line — Dalmatian lunch box, backpack, coloring book, pocket- 
book, and plush figures. Mattel’s Dalmatian plush sell for $15-20. 

Troll sales kept soaring. Kids wanted to make sure they ar- 
rived at school with the latest troll. Wishnik Trolls still sold fast 
as well as Ace Novelty Trolls. Russ’ Troll Jewelry was a gem at the 
check-out. 

In the doll category, Mattel’s Barbie held the lead. The Mer- 
maid Barbie for $20 and Baby Blade for $33 were favorites. 

Action figures remained key players in sales. One mother re- 
marked that her son was “crazy about Batman Figures even 
though he’s never seen the movie.” Kenner and Toy Biz Batman 
Figures moved steadily. Playmates Turtles keep moving too. Tyco 
Crash Dummies and Accessories were also a smashing success. 

Barney by Lyon’s Group remains a hit. The lovable TV char- 
acter’s video cassettes, ranging in price from $13-15, sold well, as 
did Barney Coloring Books for $2, and Plush Barney Figures and 
T-shirts. Barney Goes to School video cassette for $15 has been 
selling well this time of year. 

The Games Gang’s Balderdash board game captured the teen 
crowd. This game was selling out at one local chain. Milton Brad- 
ley’s Yahtzee for $6 also continued its longterm success. 

Playskool’s Busy Balls for $20 were rolling, and Fisher- 
Price’s Cash Register for $15 was the real cash register jingle. 
Hedstrom’s Pogo Ball was selling out at a reduced price of $9. 
Lego Systems Value Packs were going well at $10 per pack. 


Hobbies: Stamps pick up 


R/C cars have been fading this summer while R/C airplane 
sales were on the rise. A lot of starter kits-indicated new custom- 
ers were getting into the hobby, although some of them were the 
former car enthusiasts. Durplane or Carl Goldberg were the favor- 
ite starter planes, good kits and easy to build. Customers could be 
ready to fly from $250 to $400. Plastic model kits, usually steady 
sellers, have experienced an unusual spurt for the summer. Model 
cars were the most solid sellers for one dealer who mentioned the 
AMT Dodge Viper as a best seller for $9.50. Science fiction kits 
including Star Trek and Batman motifs have also boosted plastics 
sales. According to one area hobby dealer who specializes in trad- 
ing and collectibles, stamp trading and collecting has picked up. 
Many parents of younger age children are looking for an inexpen- 
sive and educational hobby to help their children get into. 

continued 
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23rd-27th 
JANUARY 
1993 


QUARTIERE 
FIERA 


31st INTERNATINAL 
TOY EXHIBITION 


World premiére of new things. 


(A 


ALL PRODUCTS 
“MADE IN ITALY” 


For information: 

Segreteria 

E.A. Salone Internazionale 
del Giocattolo 

Via Petitti, 16 20149 Milano 
tel. 368363/325621 

telex 350583 SIG | 
FAX (02) 33001415 
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What's Selling 


Trolls, 

Soakers 
continue 
to move 


Ted J. Rakstis 


At Labor Day, trolls and Larami’s Super 
Soaker line continued to dominate the re- 
tail sales scene. And owners and buyers ex- 
pected the two categories to remain strong 
through the Christmas season. 

The buyer for a three-store suburban 
toy chain reported brisk activity in the 
Norfin troll line at $7 to $36. In an outly- 
ing community, the manager of a specialty 
shop said that she sold out all her Norfin 
stock. “We placed a big reorder,” she said. 
“Trolls look like a really strong Christmas 
number.” 

The owner of three Chicago-area toy 


Play against an 


insatiable raven. 


fa 


impudent and @ 6 >» 


stores added: “We’ve been carrying trolls 
by both EFS and Russ Berrie. Now, how- 
ever, we’re still getting a good supply from 
Berrie but haven’t seen anything from EFS 
in the last two months. 

“For the holiday season, we intend to 
buy only the Berrie line. Its new collection 
of international trolls looks particularly in- 
teresting. 

“T think we’ll all be trolled out by 
Christmas, but this is the first year that 
they’ve been effectively mass-marketed. 
Trolls should sell through the rest of 
1992. However, I’m not so sure about next 
year.” 


Ace’s trolls make their mark 
A wholesale toy buyer who sells to small 
accounts was sticking with Ace Novelty’s 
Treasure Trolls. They continue to score at 
an average $3.99 and $7.99 retail. He, too, 
anticipated a solid troll Christmas. 

“As for Super Soakers,” the buyer add- 
ed, “we waited 60 days to get a shipment 
of the 20 and 30 models but couldn’t get 
any 50s. The 20s are doing well at about 
$7.79, and the 30s are holding firm at 


a// Orchard — 
=7/ Acooperative 
game for the 
whole family. 


Harvest the fruits 
before the raven 
eats them all up! 


For more information on our line of board and 
boardless games, please write or call. 


t.c. timber/Habermaass Corporation, P.O. Box 42 
Skaneateles, NY 13152 Phone: (800) 468-6873 ~Fax: (315) 685-3792 
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$9.99.” Retail reports on Super Soakers 
were also upbeat. 

A few new winners were emerging. Play- 
mobil’s reissued Circus line received rave 
notices from several dealers. 

“The entire Circus selection is going at 
$8 to $80,” said one merchant. “At $14, 
the leading item is the Magician.” The 
suburban chain buyer indicated that her 
best trade was coming from the Big Top at 
$93. 

Playmobil, she said, has another appar- 
ent strong entry in its new Winter Sports 
line. 

“We’re waiting for its release in Sep- 
tember,” the buyer observed. “We think 
our top Christmas sellers will be that, the 
Playmobil Circus, trolls, and Step 2’s all- 
in-one kitchen at $129 and the easel at 
$85.” 

Ertl’s Thomas the Tank Engine and 
Friends, selling in a $4 to $10 range, 
scored high with nearly everyone who was 
contacted. 


Batman earns lukewarm response 

Reports on Batman trade were mixed. A 
buyer for a major Midwest toy wholesaler 
called Kenner’s figures “a red-hot num- 
ber” among his chain accounts. They were 
moving at $4.95 to $5.95. Ertl’s line of 
Batman vehicles also was in demand and 
on allocation. 

Among independent dealers, however, 
Batman business was soft. Two sources 
noted some interest in Applause’s Batman 
figure at about $10, but neither planned to 
reorder it. Ertl sales were graded as “just 
fair,” and Kenner’s line was scarcely men- 
tioned. 

The buyer also said that trolls are 
“starting to slow down” among the chains 
because “there’s too much product out 
there.” That’s a rare negative on trolls in 
this market. Also, he said that GI Joe is 
“red-hot and on allocation.” 


Knockoffs garner a share 

“We're selling a lot of the Mega-Pulsar 
Automatic Gun, a Taiwanese import, at 
$14.99,” the three-store entrepreneur re- 
ported. “It’s quite similar to Kenner’s Nerf 
Master Blasters. 

“Also ball-and-mitt catch games are 
popular. Scatch from Dry Branch goes for 
$18, but we’re doing bigger business in 
the knockoffs at $7 to $10. 

“In addition, we’re having unusually 
good — and unseasonable — sales of Brio 
wooden trains. The fall promotional set at 
$39.95 is the best number.” 

The small-account, wholesale buyer 
cited a landslide demand for Ultra Fleer Se- 
ries II baseball cards at $1.49 per package. 
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“We sold 16 cases, or 11,520 packs of 
cards, in 10 days,” he said. 

“Football cards are hot. The leader is 
Topps’ Stadium Club selection at $1.75. 
We’re also seeing good sales in Upper 
Deck sets at $1.25, Fleer at 99 cents, and 
Topps’ regular collection at 55 cents.” 


Hobbies: King Kong returns 


The owner of a large store reported that 
his hottest item was Monogram’s reissue 
of a King Kong kit that first appeared 30 
years ago. It was going for $7.95. 

His leading R/C number was MRC/Ta- 
miya’s Stadium Blitzer at $98.95. The 
dealer said that he had sold out the Match- 
box three-piece Richard Petty STP die- 
cast set at $15. Meanwhile, Matchbox had 
oe sales-pacer in its $12 transporters 
ine. 


Philadelphia 
wf 


Batman 
sparks 
Halloween 
hopes 


Bill Storm 


With most of the big-money outdoor sum- 
mer equipment items stored away, beach 
and park toys were still much in demand 
with late vacationers. There was still lots 
of action with the lower priced Super 
Soaker by Larami at $6.99 and with the 
Zap-It water gun at $4.98, by Playtime. 

Kites moved well with Go Fly A Kite at 
$12 and up, and Peterbilt, at $50, rating 
sellouts. 


Outdoor toys take to the beach 
Wham-0’s Frisbees moved briskly with 
the 165 Grand model flying on every beach 
and park. It was apparent that many Fris- 
bee tossers were adding their dogs to the 
fun, having them chase and return the 
Frisbees in open fields. Kenner’s Nerf 
Slingshots at $17.90 and Koosh Balls and 

paddles at $4.98 saw several sellouts. 
For beach sun and fun, there was a con- 
stant demand for pails and shovels, many 
by Empire in the $1.50 range. Goggles and 
face masks by Ero at $1.99 upward moved 

briskly. ; 
Demand for Batman and his cronies 
slowed a bit, dealers stated, but figures of 
the group at $1.99 remained popular and 
toy dealers weren’t discouraged. “I’m bet- 
ting a lot on Batman for Halloween busi- 
ness. He’ll be very strong with an early 
season start” a long-time dealer predicted. 
In the doll line, Skateboard Barbie by 
Mattel at $12.99 proved as popular as pre- 
vious Barbies, but the big rave, from a 


large independent in an adjoining upper 
income county, was for Madame Alexan- 
der. They’ve always been popular at this 
shop, he stated, “but now I just can’t keep 
them in stock. I’ve sold out several times 
and demand continues strong.” The Inter- 
national series at $51 is a strong seller. 

Troll dolls by Norfin from $3.98 to 
$9.98 moved well, as did Kenner’s basket- 
ball figures at $5.50. Mattel’s All-Pro 
hockey figures at $30 continued here as a 
strong staple as did sports collector cards 
by Topps, Fleer and Upper Deck. 

AMP head-set radios at $20 upward rat- 
ed well, particularly at inner-city shops. 
Games in demand include Monopoly by 
Parker at $13, Scattergories by Milton 
Bradley at $29, International Games’ Uno 
at $4, Travel Outburst by Western Pub- 
lishing at $9.98, and Travel Monopoly by 
Parker Brothers at $10.98. 


Hobbies: Trains draw traffic 


Brio trains continued strong with $150 
for the set and $5 for the railroad cars. 
Thomas the Tank railroad cars by Ertl 
were selling out at one hobby shop from 
$3.98 to $5.98. 

Lionel “O” gauge rated well with the 
complete line in demand. Customer com- 
ments have encouraged retailers to start 
early with initial displays for this coming 
Christmas season. 

continued 


INTRODUCING THE 
HANDCRAFTED WooDEN loys WiTH 
Some CLASSIC DIFFERENCES. 
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Write or phone: Classic Coachworks Toys, Inc., RR#3, Box 2461, Effort, PA 18330. (717) 629-4861. 


Oe Coachworks Toys’ line 
of 36 handcrafted wooden planes, 
trains, automobiles, trucks and 
boats, is beautifully designed and 
constructed to endure the test of 
time and hard play. It offers you 
these Classic differences: 


e The highest quality materials 
and workmanship. 


e Carefully selected, hand- 
sanded natural hardwoods, 
with a non-toxic mineral oil 
hand-rubbed finish. 


e Affordably priced to move, 
and provide our dealers with 
maximum profits. 


e A very selective distribution 
system that will assure our 
dealers of no competition 
from the discount chains. 


For more information, please 
contact us directly. We'll send 
you our new color catalog and 
the name of our Sales Rep in 
your area. 
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What’s Selling 


Boston 


Batman 
figures 
vie with 
Turtles 


Irving Roberts 


The scenario here may be improving—at 
least in the toy area. Dealers generally re- 
port a “moveable” August as the back-to- 
school season approached. The accent was 
on moving out summer items and bringing 
in ready cash for the drive into the year’s 
last quarter. 

Dealers say they “moved a little of ev- 
erything,” which meant both outdoor and 
indoor items. However, outdoor inventory 
has been low to begin with, and dealers 
fortunately had substantial stocks of al- 
ready-proven popular items. 

So cash registers were kept ringing in 
sales of Batman Returns in a wide variety 
of poses and garbs; Mutant Ninja Turtles, 
both new and old; Kenner’s hot Nerf 
group; Larami’s long-range soakers and 
their clones; and the throw-and-catch mitt 
items paced by Drybranch’s Scatch. Not to 
neglect Barbie in all her costumes led by 
Totally Hair Barbie. 

Prices moved in a widening range as 
stores pushed for more traffic. Batman Re- 
turns and the newer group of Mutant Tur- 
tles competed for No. 1 spot with several 
stores singling out the Turtles, “particu- 
larly the bad guys.” Figures in both 
groups sold most at $5.99, although the 
Turtles figures varied. Mutatin’Ralph and 
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Raphael were moving at $7.99, Ralph the 
Mag at $5.99, Powerliftin’ Don at $5.99 
and Mutatin’ Rocksteady at $7.99. 

The Batman Returns group also found 
action with Blast Jet at $15.99, Projector 
Gun at $6.99, 3-D Board Game, and Bat- 
man PlayDoh Playset at $12.99. Bat Ski 
Boat was saled at $14.99. 

Larami’s Super Soakers, with 50 and 
200 still most wanted, sold well at $9.99 
and $24.99. Stores were offering price 
leaders in this area. G.I. Joe was also in the 
running with its Eco Warriors. The Patriot 
Missile Launcher sold at $12.99 along 
with Eco Striker at $1.99 and Barracuda 
at $8.99. 


Nerf sales are anything but soft 

One store had Nerf Bow ’N Arrow at 
$24.99 and another at $19.99 as proof of 
the wide variance in some price areas. Nerf 
Slingshot was $14.99 in one, $9.99 in an- 
other. Blast-A-Matic generally listed at 
$9.99. Several dealers felt that the market 
here was slowing a bit after a good run 
lasting many months. Nerf’s Turbo 
Screamer was still a hot item at $9.99, and 
Just Toys’ Spiral Whistle Ball made a shrill 
sound at $7.99. Drybranch’s Reach Volley 
was good at $7.99. 

Newer items worth mentioning included 
Toy Max’s Talking Troll at $7.99 and Mat- 
tel’s Baby Rollerblade at $29.99. Ertl’s 
Blurp Balls at $7.99 also found interest. 
Also worth noting was the reappearance of 
Creepy Crawlers by Toy Max — a quick 
sellout which, as one leading wholesaler 
pointed out, might bring back some other 
old favorites to the best seller scene. 


Retailers uncertain about fourth quarter 

Dealers feel that the overall sales picture 
will be difficult to forecast in remaining 
months of the year and expect customers 
to remain cautious, 
particularly in an 
election year that 
has failed to offer 
solid bases for an 
improved economy. 
Most stores plan to 
keep their inven- 
tories “at a work- 
able level,” as one 
dealer put it. 

Among hobbies, 
trading cards are 
holding up well as 
are die-casts by Re- 
J vell/Monogram, 
e Matchbox, and 
AMT/Ertl. Not 
much going on in 
RAC; 


. % 
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San Francisco 


Super 
Soakers 
_ trigger 
-~ debate 


Robert Wanderer 


Great debate among San Francisco Bay 
area toymen: Will Super Soakers still be 
good for pre-Christmas selling, or should 
we cut the price and close them out now? 
On the one hand, while the sensational 
Larami water guns have tumbled from the 
number-one spot, they were still moving 
respectably; as one toyman put it, “If 
you’ve been squirted, you want to be able 
to get one and squirt back.” 

On the other hand, some retailers 
stopped ordering replacements, particular- 
ly small stores leery of overstock; a gro- 
cery chain selling them abruptly slashed 
the price in half and closed them out, see- 
ing them as a summer item that wouldn’t 
last as autumn leaves began to fall. 

Among stores still selling Super Soak- 
ers, the mid-size 50 model was clearly the 
most popular, at $14.99. It offered a great- 
er squirting range than the $2.98 mini, the 
$7.99 20, and the $9.99 30, without the 
uncomfortably heavy weight of the $24.99 
100 and the $29.99 200. Some dealers 
were dropping the larger models. 


Movie-related figures get mixed reviews 

Among figures, Kenner’s Terminator 2 
moved at $6.99, led by John Connor on his 
motorcycle. Kenner’s Batman topped one 
store at $7.98, but other retailers saw Bat- 
man sales sag after an initial peak “be- 
cause the movie didn’t have legs.” Has- 
bro’s GI Joe was good at $4.49, led by the 
new Ninja Force figures, particularly 
Storm Shadow. The new larger GI Joe (ac- 
tually, the size of the original many years 
ago) attracted interest but, at $20-25, few 
sales. 

Tyco’s California Roller Baby, a battery- 
operated 16-inch doll that actually skates, 
rode strong TV advertising to good sales 
at $39.987. 

Playmates scored with the Transformer- 
like Turtle Mutations, especially Splinter, 
at $9.99. 

One toyman was impressed with the Lit- 
tle Tikes Basketball Set at $59.98. “It’s 
way in the back of the store, not on dis- 
play, yet people ask for it every day.” 

Trolls remained top sellers, with new 
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Frankenstein and other “Halloween 
trolls” going at $3.49-6.49. Among regu- 
lar trolls, Norfin items were particularly 
good at points like $2.98 and $5.98, and 
on up to $69.98, and the Treasure Trolls 
from Ace moved smartly at $4.98 and 
$10.98. 

One neighborhood store with an elabo- 
rate Erector bridge in its window found 
good interest in Erector, $14.99 to $169. 


Barbie moves at all points 

One suburban outlet dropped Totally 
Hair Barbie to $11.88, and garnered 
strong sales, particularly for the brunette 
version, “since it’s been years since we’ve 
had a Barbie that wasn’t blonde.” The lim- 
ited edition Benefit Ball Barbie went out 
fast at $49.98, with one woman buying 
one for each of her six granddaughters, 
and the rest of the shipment of 24 going to 
Barbie collectors. 

Nerf scored with the Turbo Football, 
the Bow and Arrow, and the Slingshot at 
$14.98. The Master Blaster at $24.98 was 
a quick sellout in one neighborhood store. 

Other retailer mentions: Parker’s Grape 
Escape game at $27.98, the Playskool 
dollhouse at $89.99, Lego’s Pirate and 
Castle systems, the Turtle sandbox 
$46.98 outselling the larger one at 
$64.98, Crash Dummies still holding (or 
to be more exact, still falling apart), the 
Woosh Flying Ring from OddzOn at $7.95 
and Koosh Paddles at $15.95, Mattel’s 
Polly Pockets Compact Set at $8.99, and 
two books from Klutz Publications — 
“Braids and Bows” at $17.99 and “Fox- 
tail” at $9.99. 

In R/C, Nikko scored with the Pocket 
Flyer at $265.98. The new, bigger, Super 
Fast Traxx also zoomed out at $124.99.. 


Los Angeles 


Back-to- 
: 
, . sales 


Joanne Gamlin 


Colorful backpacks and notebooks by San- 
rio, pro-like drawing supplies by Alex and 
snappy pencil boxes by Empire. And, for a 
playful note, throw in Ace Novelty’s Trea- 
sure Trove trolls in two sizes, retailing at 
$4.99 and $9.99, respectively. By mid Au- 
gust, on-to-school-we-go toys and sup- 
plies were everywhere. 

Back-to-nursery school, in fact, was on 
the mind of a shopper in a toy store, part of 
a five-unit chain, that boasted an attractive 
return-to-the-classroom window display. 
Although she looked at Nylint’s Peel Outs 
truck ($12.95), she bought a Random 
House book ($2.25). Her selection: “Trou- 
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ble for Thomas and Other Stories,” part of 
the Thomas the Tank Engine license, 
drawn from the British-born “Shining 
Time Station” public TV show. 

That books can be engines that pull oth- 
er toys along was affirmed by a Glendale- 
based, two-store retailer. “One out of 
three sales in our headquarters store is for 
books,” he revealed, “including coloring 
and novelties.” That store recently ex- 
panded its book nook. 

A Klutz book, “Braids & Bows,” that 
instructs females on how to style their hair 
and supplies barrettes to complete the job, 
was a top seller for a near Malibu indepen- 
dent. “The beauty of this $17.95 best- 
seller is that it appeals to females of all 
ages,” confirmed the owner. She named as 
a second good book seller Creativity for 
Kids’ “Create Your Own Book,” which 
does what it says, at $12.95. Still, she 
could hardly contain her excitement at re- 
ceiving her first shipment of Chimeric’s IIl- 
Us-Story which, for $20, allows a person 
to become a published writer or artist. 

Other sales pacers for this independent? 
Cap Toys’ bubble swords, bubble jump 
ropes and bubble guns at $9.95, and Radio 
Flyer’s covered wagon — it holds a kid — 
at $89. The owner emphasized that her 
store also does good business in wooden 
toys at $3.55 to $21.95 from Skid Row 
Access, a non-profit outfit that hires the 
homeless. 


Scorching temps sell out pools 

Icky, sticky, sweltering temperatures, 
held over from July, resulted in a run on 
pools for a unit of a San Diego-based 
chain. “Manufacturers were unprepared 
for the long seige of boiling hot weather,” 
complained a spokesperson, who pointed 
out that he had already sold out his last 
12- by 36-inch pool from SLM. Yet anoth- 
er toy chain store still had 60-inch pools 
from Empire and Intex, at $11.88 and 
$19.60, respectively. 

Meanwhile, reports in this column of 
the death of demand for Batman figures 
were clearly exaggerated. While populari- 
ty of Batman figures themselves shrank, 
probably reflecting the relatively poor per- 
formance of the ’92 movie, demand for 
sexy Catwoman figures was red hot, ac- 
cording to two retailers. “Kenner’s Catwo- 
man figures at $7.99 are our number-one 
seller,” asserted a spokeswoman for a 
Downey independent. Agreeing with the 
assessment, a second retailer argued that 
“interest in Kenner’s Catwoman and Rob- 
in figures at $7.95 in our stores has noth- 
ing to do with the flick; rather, it stems 
from people who are genuine collectors.” 


Beverly Hills kids generate demand 

In addition, both retailers commented 
on the popularity of Mattel’s new teenage 
dolls, based on the TV serial, “Beverly 
Hills 90210.” 

Playmates’ Mutations Turtles figures at 
$9.99 were another sales powerhouse for 
the Downey independent. The national 


chain advertised the figures at $5.99. Be- 
sides mentioning the Mutations, the other 
retailer, from an Orange County-based 
group, named Toy Biz’s X-Men and X- 
Force figures at $6.95 as heavyweights. 

At a plush speciality unit of the above 
group, North American Bear’s Muffy and 
her ample wardrobe charmed customers at 
retails of $17 to $80. Perhaps celebrating 
the arrival of the 101 Dalmatians video, 
plush versions of the spotted dogs from 
Applause and Fine Toys popped up in both 
a specialty chain and a supermarket chain. 

As for Nintendo cartridges, Street 
Fighter II was mowing down all competi- 
tors, according to a spokesman for a na- 
tional chain and the San Diego-based re- 
tailer. “I had to struggle to get my hands 
on it,” remarked a spokesman for the first 
chain which tags the cartridge at $64. “At 
$74.99, Street Fighter II led everything 
else in my store,” said the San Diego- 
based dealer. 


Hobbies: Ertl leads the way 


Up against a moribund local economy in 
a state that has been paying its bills with 
I0Us since July 1, a Lakewood hobby deal- 
er said business was slow. He named Ertl’s 
plastic models with movie themes (Bat- 
man, Star Trek and Star Wars) as accept- 
able sellers at $11.50. Auto buffs, he add- 
ed, retain their affection for Ertl’s Chevy 
64 Impala model at $8.99. 


LAIKO INTERNATIONAL CO., INC. 
17181 Gale Avenue, Unit D 
City of Industry, CA 91745 
Tel: (818) 912-7715/FAX: (818) 912-7052 
(800) 735-2456 


L.A. SHOWROOM 
313 S. San Pedro, Suite 302 
Los Angeles, CA 90013 
(213) 687-8845 


(Circle No. 15 on Reader Inquiry Card) 
23 


Airfare, hotel savings announced for Toy Fair 


NEW YORK — Toy Manufacturers of 
America has announced that exclusive ho- 
tel rates and airfares will be available for 
attendees of the 1993 American Interna- 
tional Toy Fair. 

Travel Planners, Inc., specialists in re- 
duced rate travel and hotel programs for 
trade shows, will be coordinating the ar- 
rangements. 

“This year, Travel Planners has once 
again obtained drastically reduced hotel 
rates and airfares for 1993 Toy Fair at- 
tendees,” says Doreen Guerin, Toy Fair 
show manager. “Tremendous savings are 
now available on TWA, the official show 


airline, and at an extended list of popular 
New York hotels.” 

Toy Fair attendees can conveniently 
take care of all their hotel and travel needs 
by placing one toll-free call to Travel Plan- 
ners at 1-800-221-3531 (in New York 
State area codes 212, 718, 516, and 914 
dial 212-473-4688) betweem 9am and 
5pm, Eastern Standard Time. Special rates 
are only available through Travel Plan- 
ners, the official travel agency for Toy 
Fair. 

Travel Planners has a package to suit ev- 
ery budget from moderate to deluxe accom- 
modations. Substantially reduced rates 


Kay-Bee assists Hurricane Andrew victims 


PITTSFIELD, MASS. — Kay-Bee is do- 
nating over $130,000 worth of toys and 
games to the young victims of Hurricane 
Andrew. 

Kay-Bee, which operates 11 stores in 
the Miami area, is working with the Ameri- 
can Red Cross to deliver the toys to fam- 
ilies in need. 

“Our business is all about serving chil- 
dren and families throughout the coun- 
try,” said Ron Staffieri, president and 
C.E.O. of Kay-Bee Toy Stores. “We hope 
our contribution, in the face of the devas- 
tation and rebuilding taking place in 
South Miami, will help bring a few smiles 
to the faces of many children affected by 
Hurricane Andrew.” 

Two trailer-loads full of 55,000 toys 
from Kay-Bee will include: basketballs, 
coloring books and crayons, stuffed ani- 


mals, dolls, and many other favorites from 
all the leading toy manufacturers. 

“Thanks to the fantastic organizational 
efforts of our associates, merchandise is 
on its way from our distribution center in 
Danville, Kentucky,” said Staffieri. 

“We are very grateful to Kay-Bee Toy 
Stores for their generous donation of the 
items we desperately needed,” said Carol 
Williams of the American Red Cross. “Ac- 
tivity toys such as coloring books and 
crayons as well as basketballs for the hoop 
that are set up in tent cities, will be much 
appreciated.” 

Two Kay-Bee stores that were damaged 
by the storm remain closed for repairs. 

Kay-Bee is the nation’s second largest 
toy retailer, with over 1,300 stores in the 
United States and Puerto Rico. Kay-Bee is 
a division of Melville Corporation. 


SLM Int'l purchases bicycle helmet company 


NEW YORK — SLM International an- 
nounced that it has agreed to purchase In- 
nova-Dex Sports of Montreal. 

Innova-Dex Sports is a small Canadian 
manufacturer of premium-priced bicycle 
helmets, which markets its products under 
the Leader brand. 

This acquisition is in line with SLM’s 
corporate strategies, and will complement 
the company’s existing product lines. 

“As a world leader in the manufacturing 
and selling of hockey helmets, the addition 
of bicycle helmets to our line is a natural 


extension of our CCM brand and a 
counter-seasonal extension of product we 
understand,” said Howard Zunenshine, 
SLM’s co-chief executive officer, said. “As 
more states and provinces mandate the 
wearing of bicycle helmets, we will be posi- 
tioned to take advantage of this growth 
opportunity.” 

SLM International designs, develops, 
manufactures and markets a range of toys 
and sporting goods worldwide using a va- 
riety of well-known trademarks, as well as 
licenses for popular children’s characters. 


Absolute Entertainment acquires Imagineering Inc. 


GLEN ROCK, N.J. — Absolute Entertain- 
ment, video game publisher of Sega and 
Nintendo software, has announced the ac- 
quisition of Imagineering Inc., indepen- 
dent software developer. 
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Imagineering has been associated with 
Absolute since 1986, and is the developer of 
all Absolute-published games, as well as ti- 
tles for other Nintendo and Sega licensees, 
including THQ, GameTek, and Acclaim. 


are available at all Toy Fair featured hotels 
and they can also assist attendees with 
special suite arrangements at participating 
hotels. When attendees guarantee their ar- 
rival on their credit card or with one 
night’s deposit, payable to Travel Plan- 
ners, Inc., they will receive a written con- 
firmation. 

Exclusive airfare discounts are available 
on TWA. Attendees can save up to 45 per- 
cent off on TWA fares, although some re- 
strictions do apply. Travel Planners can 
also assist travelers with the lowest fares 
available on American and Delta airlines. 
In addition, Travel Planners has made ar- 
rangements with Amtrak to offer 10 per- 
cent off any available Amtrak fare, to or 
from New York City, excluding the Auto 
Train and Metroliner. 

The 90th Annual American Internation- 
al Toy Fair will be held in New York City 
from February 12-15, 1993 at the Jacob 
K. Javits Convention Center, 11th Avenue 
between 34th and 39th streets and from 
February 8-17 at 200 Fifth Avenue (Toy 
Center South), 1107 Broadway (Toy Cen- 
ter North) and surrounding locations. 


Woody Browne forms 
licensing, consulting firm 


CHERRY HILL, N.J. — Woody Browne, a 
corporate marketing veteran and current 
president of the Licensing Industry Mer- 
chandisers Association (LIMA) has formed 
a licensing and marketing consulting com- 
pany called Building Q. 

Based in Cherry Hill, N.J., the company 
provides a package of strategic services to 
support the identification, evaluation, se- 
lection and impact of licensing activities 
for marketers of consumer products. The 
firm’s clients include organizations in both 
children and adult product categories such 
as: Nestle USA, Tsumura, Fada Industries, 
Tara Toys, and TCA Group. 

With an extensive background in corpo- 
rate marketing and as a three-term presi- 
dent of LIMA, Browne has played a funda- 
mental role in the development and promo- 
tion of the $66 billion licensing industry. 

In the early 80’s, Browne developed a 
proprietary analytic model for evaluating 
properties which has served as the founda- 
tion for several important licensing pro- 
jects over the past decade. The Building Q 
service platform uses this analytic model 
along with information provided by a high- 
ly developed intelligence network to en- 
sure that a marketing organization has 
strategic advantages in all areas of their li- 
censing activities. 
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J.A. Roth named ‘Swans Crossing’ agent 


LOS ANGELES — J.A. Roth & Associates 
has been retained as the licensing agent 
for “Swans Crossing” merchandise. 

“Swans Crossing” is a nationally syndi- 
cated, daily live-action serial from pre- 
teens and teens, airing weekdays on 145 
stations. The program’s story focuses on a 
group of 12 middle-schoolers who live in 
an Eastern Seaboard village, home to some 
of America’s richest and most privileged 
families. 

After only its first eight weeks on the 
air, “Swans Crossing” has developed a 
loyal fan following among pre-teen/teen 
girls and is rated among the top four na- 
tionally-syndicated programs in its target 
audience category — girls, ages 6-11. 

“Our primary focus will be to arrange 
licensing agreements with apparel, pub- 
lishing, stationery, and supplemental toy 
manufacturers,” said Jay Roth, president 
of J.A. Roth & Associates, Inc. “We antici- 
pate many of these different products to be 
introduced in Summer 1993 in time for the 
back-to-school market and the Christmas 


News 


season.” 

Roth expects such products as calen- 
dars, diaries, posters, t-shirts, sweatshirts, 
boardgames, swimwear, and sleeping bags 
to be part of the merchandising mix for 
Swans Crossing.” 

Designworks/USA, an international de- 
sign consultancy firm based in Newbury 
Park, Calif., has been retained as the au- 
thorized design firm for “Swans Cross- 
ing.” The firm will be responsible for 
building a strong license identity and im- 
age strategy that will convey a total and 
consistent merchandising personality. De- 
signworks/USA also will establish style 
guidelines and offer assistance to licensees 
in product design as well as coordinate the 
look of the many licensed products and 
categories for greater retail impact. 

The firm will work in conjunction with 
J.A. Roth & Associates in developing the 
Swans Crossing property. 

One Swans Crossing product is already 
hitting the shelves: an action figure and 
accessory line for girls from Playmates 


Toys, makers of the Teenage Mutant Ninja 
Turtles, is in distribution and will reach 
toy retail outlets nationwide by mid-Sep- 
tember. 

J.A. Roth & Associates, Inc., is a Los 
Angeles-based marketing service company 
specializing in sports and entertainment li- 
censing and merchandising. The compa- 
ny’s clients include The Harlem Globetrot- 
ters, Ice Capades, and Pinkerton Security. 
Roth also has extensive experience in toy 
manufacturing sales and marketing. 


Dallas Toy Preview 
set for November 


DALLAS — The 1992 Dallas Toy Preview 
will take place at the Dallas Market Center 
on November 2-4, 1992. It will offer retail- 
ers the opportunity to get a preview of new 
introductions for the Fall of 1993 before 
they attend other shows. 

The preview is “by appointment only,” so 
retailers must schedule appointments in ad- 
vance with manufacturers they wish to see. 


Last year he became famous for buying closeouts at top dollar 
prices. This year he's TOTALLY NUTS! Jerrey's got a 
$50 MILLION "OPEN TO BUY" for Universal-International's 


new chain of closeout stores : WwW DEALS i 
Jerrey Lebowitz 


DEALS! Let 9¢“DEALS! be a fresh NEW DEAL 
Division, Universal-international for you! Call Jerrey now for the best deal 


5000 Winnetka Avenue Z t 
Minneapolis, Minnesota 55428 IN the buSiINeSS. Tel.: 800-634-8349 FAX: 612-533-1158 
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Established by PLAYTHINGS 
magazine in 1970, the annual 
Merchandising Achievement Awards 
are bestowed on toy retailers in 
recognition of their innovative ideas 
and activities in the merchandising and 
promotion of toys, hobbies, and 
related products. In addition to 
receiving a plaque at the annual 
PLAYTHINGS Award Banquet held 
during the Toy Fair in New York, 
winners are afforded national 
recognition and attention. Past winners 
range from small independents to major 
chains. 

The Awards will be presented in 
each of the following categories: 


Store Design, Department Design, 
Store Promotion, 
Department Promotion 


Two awards — First Award and 
Award of Merit — will be given in 
each category. At the Editorial 
Board’s discretion additional Honorable 
Mention Awards may be given. 


You are eligible to enter the 1992 
competition if you are a toy or hobby 
shop or department, and have opened 
or remodeled a unit, or runa 
promotion, in the United States or 
Canada, from October 1991 to 
October 1992. You may enter as 
many categories as you wish. There are 
no entry fees whatsoever. Simply use 
the coupon on this page and follow the 
rules described here: 


1. Design 

Your entry need not be elaborate but it 
must consist of photographs or slides 
and a description of your new or 
remodeled store or department. There 
should be a minimum of one exterior as 
well as two interior photos. 
Departments may exclude the exterior 
view. Photos may be either black and 


PLAYTHINGS 


Annual Merchandising 
Achievement Awards 
Competition 


white glossies (any size) or color 
photographs or slides suitable for 
reproduction. Of course, color is 
preferred, but is not necessary. The 
description should recount the changes 
in design or remodeling. Evidence of 
increase in store traffic and volume as 
a result of the design changes may be 
included. Mention any outstanding 
features — such as color, texture, 
traffic flow, or lighting — and describe 
how the effect was achieved. 


2. Promotion 

Your entry need not be elaborate but it 
must consist of photographs or slides 
and a description of your promotion in 
your store or department. There 
should be a minimum of two 
photographs of the promotion and 
related events (special displays, 


Mail completed coupon to: 
Editor 

PLAYTHINGS 

51 Madison Avenue 

New York, New York 10010 
(212-689-4411) 


category (categories): 


PLAYTHINGS. 


Type of retailer (check one): 
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Kindly enter our store or department in the 1992 Competition for 
PLAYTHINGS Annual Merchandising Achievement Awards in the following 
O Design 


We will foreward our entry material in accordance with the regulations no 
later than October 31, 1992. All entries become the property of 


costumed characters, or signs). Photos 
may be either black and white glossies 
(any size) or color photographs or 

slides suitable for reproduction. Of 
course, color is preferred, but is not 
necessary. Samples of advertisements, 
mailings, and media coverage may 

alse be included. The description should 
recount the promotion’s objectives as 
well as specific dates, locations, themes, 
and achievements. 


Judgment is based on the 
merchandising soundness of the entry, 
rather than on how elaborate it is. 
Determination of Award winners is 
made solely by the Editorial Board of 
PLAYTHINGS. The winning entries are 
presented in the February issue in a 
special section devoted to recognizing 
innovative merchandisers. 


O Promotion 


0 department 


Editorial 


W ith no end in sight to the 
country’s economic dol- 
drums and no traffic-pulling mega- 
hits on the horizon, toy retailers 
are entering their critical selling 


season in a spirit of uncertainty. 
Even in a Presidential Election 


year, which usually inspires opti- Retailer 

mism, most dealers are playing it H 

close to the vest and keeping their uncertainty 
fourth-quarter inventories at a prevails in 


workable level. What’s more, there 


is no guarantee that the hit toys of annual 


recent months, Larami’s Super 


Soakers and various troll lines, will Christmas 
carry through the rest of the year. 
Judging by our annual Retailer forecasts 


Forecasts and the latest What’s 

Selling reports, another back to ba- 

sics movement is in store for the Christmas sea- 
son. A Toy Forecast issued by Duracell U.S.A. 
supports this conclusion. 

Realizing that consumers would be in no 
mood for risk-taking, many toy manufacturers 
have come out with more proven items, most 
priced at $20 or under, which they knew would 
sell. 

It’s an industry axiom that consumers may 
go for inflated-priced items in economically 
stronger years, but when money is tight, par- 
ents are looking for toys that stimulate creativ- 
ity and offer sustained play appeal and value. 

Financially strapped parents are opting for 
less expensive traditional toys. Among them: 
Barbie, G.I. Joe, trolls, Creepy Crawlers, Teen- 
age Mutant Ninja Turtles, and, yes, Cabbage 
Patch. Retailers also mentioned such classic 
lines as Lego, Playmobil, Erector sets, Capsela, 
Monopoly, and Tinkertoys. 

Grandparents, too, show a strong interest in 
simple, traditional toys with an educational or 
creative focus. 

“Contrary to popular belief, children do not 
automatically gravitate to the most expensive 
toys,” observes Ruth Roufberg, independent 
toy consultant to the Duracell Kids’ Choice Na- 
tional Toy Survey. The results of last year’s 
Duracell survey revealed that three of the top 
ten toys tested by more than 600 children in 30 
cities retailed for $20 or less. 
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“If the past four years of the 
Duracell toy survey are any indica- 
tion,” Roufberg predicts, “action 
games will continue to be more 


@ : popular than sedentary games with 


children.” Toys which incorporate 
lights, sound and action have con- 
sistently ranked higher among the 
nearly 2000 children who have 
tested approximately 100 toys in 
the last four years of Duracell’s 
survey. 

Educational toys are also gain- 
ing more attention from consumers 
and retailers. Many industry ana- 
lysts see increasing interest in 
spelling, drawing, do-it-yourself, 
creative, and craft-type toys. 

A fundamental change also has 
taken place in the nature of toy selling, accord- 
ing to the TMA. Having the hottest, must-have 
toy is no longer the most important barometer 
of a manufacturer’s success. Staying power has 
now become the industry standard. 


Price-cuts should spur video games 

While classic toys and back-to-basics have 
been touted as the new trend in the toy indus- 
try, the Duracell Toy Forecast predicts that 
this year will be better than last for video 
games, thanks to significant price cuts by Sega 
and Nintendo on their 16-bit systems. 

Duracell’s sources also are optimistic for toy 
retailers this holiday season. They expect large 
toy chains’ registers to ring, and discount re- 
tailers to fare well by focusing on competitive 
pricing for popular toys. About 35 percent of 
toy sales are realized in discount stores, and 33 
percent are generated by toy chains, according 
to the NPD Group’s Toy Market Index. 

If industry estimates of a 5 to 10 percent in- 
crease in toy sales are to be realized, it will take 
more than wishful thinking. Retailers of all 
kinds will have to become better merchandisers 
than ever, both in their purchasing decisions 
and their in-store promotions and displays. Pre- 
paring for Christmas is always a guessing game 
for even the most seasoned retailers, but the 
need for effective merchandising is the one sure 
thing, recession or not. 


Frank Rag aere Gr. 


Editor 
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Hobby specialists buck 
the economic trend 


Service-conscious consumers, licensed products create optimism 


T he present economic condition 
is making life tough for almost 
everyone. Retailers are finding that 
they cannot afford to buy haphazard- 
ly. The recent failures of major toy 
chains and countless smaller opera- 
tions have made merchants notably 
cautious. And, in these tough times, 
spending money is something con- 
sumers simply cannot do without con- 
siderable thought; each dollar must 
account for itself. 

The hobby market is not immune to 
these recessionary ills. Although hob- 
by categories are traditionally stable 
during economic duress, sales figures 
have been predictably underwhelming 
this year. Outside of Tyco’s Fast 
Traxx and some surprisingly strong li- 
censed products, the hobby categories 
have been lacking in hot numbers. But 
retailers who specialize in hobbies 
have been able to capitalize on an eco- 
nomically-inspired trend. 

Evidence suggests that hobbyists 


By Bill Pearse 


have become more value-conscious 
than price-conscious during the reces- 
sion. 

According to statistics supplied by 
NPD Research on the model kit and 
R/C categories, consumers seem to 
be eschewing the price-oriented dis- 
count outlets for the service-oriented 
hobby and toy merchants. 

In model kits, the retail breakdown 
shows that discount shops accounted 
for about 32 percent of consumer 
sales in 1991. That number is down 
significantly from the 50 percent re- 
ported for 1990. Likewise, only 30 
percent of R/C sales were made 
through discounters in 1991, down 
from the 37 percent reported in 1990. 
Similar statistics were not available for 
the railroading and die-cast markets, 


Upper Right: Revell-Mono- 
gram’s Mustang GT #243 


< Mel Appel’s 
R/C wrestling 
trucks #235 


Tyco’s Super > 
Fast Traxx #242 


but feedback from retailers suggests 
that this trend extends to those cate- 
gories as well. 

“Every time we’ve had a recession 
our industry has picked up,” said 
Greg Bosak, owner of Chicagoland 
Hobby. “People don’t spend the big 
dollars on new cars, new clothes, fan- 
cy trips, things like that. They stay 
home. They need something to do and 
they turn to hobbies.” 


Accent is on service 

Hobby consumers, especially those 
on a limited budget, want to be con- 
vinced that their investment is a sound 
one. The only way that retailers can 
ease a customer’s reservations about a 
purchase is through personal service. 
Knowledgeable salespeople must be 


able to answer a customer’s questions 
about different hobby products. For 
instance, a customer may want to 
know the advantages of investing in 
H-O scale trains versus G scale. If the 
salesperson is not knowledgeable 
about the product, the customer will 
feel stronger trepidation about the 
purchase. Retailers that offer this spe- 
cialized service have been able to in- 
crease their market share. 

“The hobby market has been pretty 
strong for us,” said Steve Amato of 
Amato’s Toy and Hobby in New Brit- 
ain, Conn. “Model kits have been the 
strongest, especially the ones that 
take a lot of time to do. When the 
economy’s soft, people have more 
time for their hobbies.” 


Emphasize value over price 

Amato considers hobby activities 
“low-cost entertainment,” since a 
builder will take 20-30 hours to do a 
good job on a $10 model kit. But he 
agrees that service is the key to selling 
hobby goods. 

“Hobbies require a knowledgeable 
sales staff to really do a good job,” 
said Amato. “You don’t have to be an 
expert, but you’ve got to know what is 
needed to satisfy people’s require- 
ments, and you have to be able to give 
advice.” 

Among model kits, Amato says that 
his licensed Star Trek kits have sold 
surprisingly well, “even after all these 
years.” 

Retailers can win over customers by 
proving to them that the shop is dedi- 
cated to their hobby. 


Cable advertising pays a dividend 

Willis Hobbies, of Mineola, N.Y., 
accomplishes this by buying time on 
local cable networks. Through this 
specialized advertising, Willis Hobbies 
has been able to capitalize on the pop- 
ularity of NASCAR licensed products. 

“We've been on cable for almost 
five years now,” said Steven Ford, 
buyer at Willis Hobbies. “We’ve re- 
cently added ESPN on Sundays, dur- 
ing the NASCAR races, motorcycle 
races, truck pulls and anything like 
that.” 

He says that customers frequently 
come into the store saying that they 
saw one of the TV spots. Even given 
the relatively high cost of television 
advertising, Ford is convinced that the 

continued on page 32 
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Runner train set from 


Bachmann’s Christmas handcar, 
new for 1992 #232 


sone ame 


cotta 


Car Crusher R/C 
monster truck from Nikko #240 
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| Make A Commitment 


e The most successful hobby departments 
dedicate 12-16 feet to the model category. 
This commitment ensures your customers 
a variety of models from which to choose. 
e Paints and accessories are an important 
part of any model kit department. 
Contact Testors for a rack that suits your needs. 


Offer The Right Product 


e Our never-ending market research helps us pick 
the best mix of kits for your department. We can 
tailor a selection to your customers’ needs. 


Be Sure You've Got An 


e Your model kit department should always be 
fully stocked. Don't let your best sellers be out 
of stock. . . ever! 


Refresh Products Regularly 

e Consumer tastes are constantly changing and 
we're in touch with their demands. Refresh your 
department at least twice per year with new 
items. . . and eliminate the slow-movers. 


Group Product By Categories 
e Consumers prefer to shop categories--it's 
easier to find what they're looking for. 
Merchandise SnapTite and Luminators 
together; likewise with glue cars, planes 
and ships. 


Balance Shelf Impact With 
Product Variety 


Billboarding makes sense when your 
department is at least 16 feet long. Billboarding 
provides maximum product/package impact 
for your shelf. 

Shoeboxing is right for departments 

less than 16 feet. Since variety is 

key, you need to show a complete line; 
shoeboxing achieves this by using less 

space for each kit. 


Install "Hobby Center" 
Merchandising Fixtures 


e These tools create excitement and organization 
in your department, while educating consumers 
to our skill level system of kit selection. 


©1992, Revell-Monogram, All Rights Reserved. 


Effective Replenishment System 


Talk to your Revell or 
Monogram representative 
today. 


Call: (708) 390-8910 


Revell 


Revell-Monogram, Inc. 


363 North Third Avenue, Des Plaines, IL 60016 
(Circle No. 18 on Reader Inquiry Card) 


Far Right: Small Western Train 
set from Playmobil #237 
Right: Carnival H-O train set 
from Int’l Hobby #234 
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advertising venture has been cost-effi- 
cient — “definitely, without ques- 
tion.” 

But Ford insists that all the adver- 
tising in the world won’t help a hobby 
shop make sales if it doesn’t offer at- 
tractive displays and specialized ser- 
vice. 

“Display is key, especially with new 
items,” said Ford. “There’s nothing 
like having a built up display; it adds a 
lot to the selling factor.” But even 
with attractive display, “service is the 
little added touch you need. All the 
guys here, we all know what we sell. If 
somebody has a question about a color 
scheme on an aircraft or car, we can 
help them.” 


Dealers must look for an edge 

With consumers being more dis- 
criminating with their money, retailers 
who can create an identity among hob- 
byists have the best opportunity for 
success. 

“People are being a little more cau- 
tious about spending their money, 
with times being so tough. It isn’t just 
hobbies but toys in general,” said Cin- 
dy Seward, clerk at Fantasy World 
Toys in Tacoma, Wash. 

But Fantasy World has earned a 
solid reputation among hobbyists 
heavy into radio control. They have a 
track set up outside the store and dur- 
ing the summer they hold races every 
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other weekend. 


Races create traffic 

“We've always done real well with 
radio control; we’re into it big,” said 
Seward. “We’re selling more to the 
hobbyists with the higher priced 
items. It helps sales when we have R/ 
C races out here because it lets people 
see what these cars actually can do 
and how much fun they really are, 
rather than just seeing them in a 
box.” 

The R/C category showed a dra- 
matic upturn in 1991, with retail sales 
almost doubling from 1990. Much of 
that growth may be attributed to the 
top-selling status of Tyco’s Fast 
Traxx. The popularly-priced R/C cars 
— which have treads instead of tires 
allowing for 360-degree turns — have 
sold well in both traditional toy stores 
and at hobby outlets. But the category 
is still awaiting a return to the glory 
years of the mid-eighties. 


Model kits enjoyed banner 1991 

Model kits, on the other hand, en- 
joyed one of its best years ever, with 
retail sales approaching $180 million. 

“Plastic models have had a tremen- 
dous year,” said Sid Topjian, buyer 
and merchandise manager for Mer- 
chants West. “The Dodge Viper, from 
manufacturers such as Revell-Mono- 
gram and Ertl in various scales, has 
been one of the most popular intro- 
ductions this year.” 

But some of the growth in 1991 
model kit sales can be linked directly 
to Operation Desert Storm. The swell 
of patriotic pride, along with constant 
media coverage, sparked a tremen- 
dous rise in the sales of military model 
kits. In fact, last year, Revell-Mono- 
gram’s CEO Tim Cawley estimated 
that Desert Storm was responsible for 
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$3-5 million in added revenue at retail. 
It remains to be seen whether model 
kits can achieve the same levels dur- 
ing peace time 

Model railroading has maintained a 
steady pace throughout 1992, accord- 
ing to retailers surveyed, but the true 
test of this hobby category is yet to 
come. Fourth quarter sales usually tell 
the story in the toy industry, and in no 
category is this more true than rail- 
roading. 

“We do train business all year 
round,” said George Kane, manager 
of Leisuretime in Feasterville, Pa. 
“But the real test for trains is, of 
course, holiday sales.” 


Lionel aims for fourth quarter 

Powell Phillips Jr., manager of Phil- 
lips Toy Mart in Nashville, Tenn., 
commented that market leader Lionel 
doesn’t even come out with its most 
exciting products until the holiday 
season begins. 

But Lionel is implementing some 
special holiday promotions intended 
to keep trains running around Christ- 
mas trees all across the country. 

A special holiday mall promotion 
entitled “Lionel: Christmas Memories, 
Made in the USA” will integrate Lio- 
nel train sets into traditional Santa 
displays and holiday-themed windows 
in over 350 shopping malls through- 
out the U.S. and Puerto Rico. Lionel 
will provide each mall with two com- 
plimentary “Nickel Plate Road” train 
sets, as well as extra track and loco- 
motives. 

To further cement its holiday im- 
age, Lionel has introduced limited edi- 
tion specialty products to be included 
exclusively in Sears’ and J.C. Penney’s 
Christmas catalogs. 

The Gulf Mobile & Ohio Engine, 
and the Duluth Missabe Extended Vi- 
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sion Caboose are available exclusively 
through the J.C. Penney catalog; and 
the Texas & Pacific Mountain Loco- 
motive and Tender, Chicago & Illinois 
Midland SD-9 Diesel Engine, and Chi- 
cago & Illinois Midland boxcars with 
caboose are available exclusively 
through the Sears wish book. 

But mail-order and discount opera- 
tions are forcing hobby retailers to be 
even more service-oriented. 

“We've been in the business for 20 
years, and model railroading has al- 
ways been a standard for us,” said 


Chicagoland’s Bosak. “But service is 


very important. You’ve got a lot of 
mail order stuff that butchers the 
prices, so the only way you're go- 

ing to get a customer to buy from 
you is you just have got to service 
them. You can’t expect to open the 
door, stand at the register and wait for 
them to make a purchase. 

“T have a customer that comes into 
my store and the first thing he does is 
open a discounter’s catalog and ask, 
‘Can you match these prices?’ And I 
say no I can’t, because they’re buying 
directly from the manufacturer. The 
only thing you’re going to get from 
me is the service.” 


Trends don’t benefit everyone 

In every industry there are the 
“haves” and the “have-nots.” As re- 
tailers who have dedicated themselves 
to the hobby categories have flour- 
ished, those who have only kept hob- 
by toys on the shelves as complemen- 
tary merchandise in their product mix 
have faltered. 

Kiddieland, a four-store chain in the 
Detroit area, is a mainstream toy re- 
tailer not heavily into hobbies. Citing 
a lack of interest, they have recently 
dropped their R/C line. “Our hobby 

continued 
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4 The Track 


Cleaning Locomotive from 
LGB #239 
Ree on me 
Hobbies 1991 LS 
__ (Retail Sales in Millions) ‘ wet 
Radio 
Controlled Total 
Vehicles Models* 
(000)’s (000)’s 
1991 1990 1991 1990 
Unit Sales 9,180 5,631 25,928 18,962 
Dollar Sales $347,557 $174,150 $176,953 $142,666 


Distribution of Unit Sales by Outlet: 
100% 100% 100% 100% 


Discount 30 37 32 50 
Toys R’ Us 14 11 8 6 
Other Nat’l Toy Chains 7 12 12 8 
A/O Toy Stores 5 2 3 a 
Department Stores © 4 8 a 2 
Variety 1 4 3 5 
Catalog Showrooms 6 3 0 0 
Food/Drug 2 1 3 5 
Other Ps 22 36 19 


3 
*Inclues Plastic Model Cars, Trucks, Aircraft, Boats, Other Plastic Models, Plastic Model Accessories, Non-Plastic Models 
Source: NPD Research 


a The 1969 Le Mans die-cast 
car from Jouef #231 
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Nylint’s die-cast Firefighter assortment #250 > 


" 4 Radio controlled model 
y airplane from 
Cox Hobbies #244 


< Guillow’s PBY-5a 
Catalina balsa 
model kit #249 


Graffic Traffic die-cast from Matchbox #248 
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Hobbies continued 


sales have been extremely 
weak,” said David Shapiro, 
president. “As far as I’m con- 
cerned, the hobby industry is 
dead in the water.” 


Licensing finds niche 

Although the hobby indus- 
try is traditionally resistant to 
the fad-like appeal of licensing, two 
properties — NASCAR and Thomas 
the Tank Engine — have captured a 
major slice of the model kit and die- 
cast pies. 

The popularity of NASCAR has be- 
gun to soar all across the United 
States and especially in the more rural 
areas. The race car drivers and their 
machines have reached celebrity sta- 
tus. The names Petty, Elliot, Allison, 
Bodine and others have become 
household ones, and their cars have 


“NASCAR 

products have been 
the leaders among 
both model kits and 
die-cast.” 


Powell Phillips Jr. 

Phillips Toy Mart 
become instantly recognizable. No- 
where does this hot license translate 
better than in the model kit and die- 
cast areas. NASCAR model kits and 
die-cast cars have been lead items for 
manufacturers such as Revell-Mono- 
gram, AMT/Ertl and Racing Champi- 
ons. Life-Like Products’ NASCAR 
electric racing sets have also ridden 
the wave. 

“Our whole section of NASCAR is 
good,” said Phillips. “NASCAR prod- 
ucts have been the leaders among 
both model kits and die-cast.” 

continued 
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THEY’RE HERE! 
|, THE NEW EXCITING 
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ELECTRIC AIRPLANES 
BY COX 


¥ aleecnes cae WINGSPAN: 23” 


NES LONG OE SE IE AES 
» | 
e Airplane 
e Unitized Power System 
(already installed) 
¢ Charging Battery 
e 3 Minute Timer 
e Dacron Line 
e D-Handle 
* Quick Assembly 
(no glue required) 
f, ‘ \, For more information contact Patricia Moore 
@ 4 COX HOBBIES, INC. 
350 RINCON ST., Corona, CA 91720 
TEL (714) 278-1282 FAX (714) 278-2981 
® ©1992, COX HOBBIES, INC. 


(Circle No. 19 on Reader Inquiry Card) 


Life-Like’s Watkins Glen 
electric racing set #247 


eee 


Shining Time Station 
licensed die-cast from 
The Ertl Company #246 


1937 Packard Cabriolet die-cast from Solido USA #245 
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Not to be outdriven by those high- 
performance stock cars, Thomas the 
Tank Engine has kept a steady pace in 
the die-cast category. Thomas, the 
lead character in the award-winning 
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PBS children’s TV series “Shining 
Time Station,” has built quite a fol- 
lowing. 


Thomas the Tank shines 
According to Quality Family Enter- 
tainment (QFE), licensors of the Shin- 


ing Time Station characters, the pro- 
gram is seen in 92 percent of U.S. TV 
households and is viewed by more 
than 7.2 million people each week. 

The Ertl Company’s line of die-cast 
miniatures based on Thomas the Tank 
have been popular at both traditional 
toy shops and hobby specialists. The 
products have even pulled in outlets 
that normally don’t carry much in the 
die-cast category. 

“Die-cast has never been a strong 
point for us,” said Leisuretime’s 
Kane. “The only thing strong in die- 
cast has been Thomas the Tank — 
but we sell @ Jot of Thomas the Tank 
die-cast.” 

“Thomas the Tank and NASCAR 
are probably up at the top as far as 
sales,” said Ford, of Willis Hobbies. 


Hobby consumers don’t play games 

Hobbyists are a special breed of 
consumer. They take their craft seri- 
ously and consider purchases “invest- 
ments.” They tend to shop in environ- 
ments that will offer more in the way 


“..When I go 
shopping, I like to 
be able to deal with 
someone who knows 
what they’re talking 
about.” 


Steven Ford 
Willis Hobbies 


of service than in price, and this quali- 
ty is accentuated during soft economic 
cycles. 

Retailers who understand this spe- 
cial breed can create an identity 
among their customers. And that 
identity can encourage repeat pur- 
chases. Some of the best hobby deal- 
ers are hobby enthusiasts themselves, 
and their best customers come to ex- 
pect a level of expertise from their 
dealer. This mutual relationship can 
be more of a sales incentive than any 
price cut most dealers can afford to 
implement. 


Knowledge goes a long way 

Says Ford, of Willis Hobbies, “I 
know personally when I go shopping, 
I like to be able to deal with someone 
who knows what they’re talking 
about.” 

And retailers who know what 
they’re talking about are cashing in 
on an appreciative audience of hobby 
enthusiasts. oO 
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Hobby Showcase 


Revell-Monogram expands model kit and die-cast lines 


DES PLAINES, ILL. — Revell-Monogram 
has begun shipping several additions to its 
model kit and die-cast lines, just in time for 
the holiday season. 

The ’59 Cadillac Eldorado, which began 
shipping in August, is the lead item. This 
model kit has flying tail fins and bullet 
lights, symbolizing the lavishness and lux- 
ury of the decade of chrome. 

The GMC Syclone model kit is Revell- 
Monogram’s tribute to the limited edition 
GMC pick-up. From the turbo V-6 engine 
to the innovative instrument panel, the Re- 
vell Syclone illustrates the concept of the 
sports car/pick-up. 

The Snap California Pick-Up is another 
of the newly-released model kits. This 
SnapTite kit showcases the popularity of 
customized trucks. The bright color, cus- 
tomized wheels and lowered suspension 
— typical of this trend — are among the 
vehicle’s selling points. 

The two die-cast expansions are the Die- 
cast Masterpieces and the Diecast Stock 
Cars collections. 

The Diecast Masterpieces — the ’69 
Corvette Convertible, The Honda/Acura 
NSX and the BMW 850i Coupe — were 
introduced this past spring and showcase 
Revell-Monogram’s new packaging and 
the more upscale design to its die-cast 


The ’59 Cadillac Eldorado 


product line. 

The Diecast Stock Cars are in 1/24 
scale and will feature new paint schemes 
and additional drivers. The lead two items 
in this line are the Goodwrench Lumina 


Tamiya America debuts Super Blackfoot monster kit 


ALISO VIEJO, CALIF. — Tamiya America 
is taking monster trucks to the next gener- 
ation with its 1/10-scale Super Blackfoot 
R/C kit. 

The Super Blackfoot, an updated ver- 


Tamiya’s Super Blackfoot R/C kit 


sion of the original Blackfoot, features a 
die-cast bevel gear differential for longer 
wear, plus a new front and rear double 
wishbone independent suspension system. 
An all-new center mount servo saver cre- 
ates equal length tie-rods for consistent 
and predictable handling in rough turns. 
Other improvements include longer sus- 
pension arms, creating a wider wheel base 
to increase stability, and new dogbone 
drive shafts which reduce friction, provid- 
ing reliable transfer of power to the 
wheels. Even the monster tires are upgrad- 
ed with pin spikes for improved traction. 
The one-shot-molded body shell is made 
of high-impact styrene and comes alive 
with dynamic new graphics. Suggested re- 
tail price range is $179-198. #209 


COMPTON, CALIF. — Owi Inc.’s Movit 
division has developed two new robot kits 
that help demonstrate scientific principles 
such as optical sensing, sound sensing and 
solar sensing. 

Moon Walker is a battery-operated ro- 
bot with a solar sensor that detects shades 
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of light. Four legs driven by a crank mo- 
tion propel the robot. 

Cosmo is a battery-operated kit targeted 
toward the educational and adult hobby 
markets. The robot uses a sound sensor 
for directional control and an infrared 
beam sensor to detect obstacles. #205 


and Havoline T-Bird. 

Revell-Monogram will be introducing 
new die-cast kits at the Chicago Model and 
Hobby show with plans to expand the line 
throughout 1993. #213 


Life-Like Products 
tours the NASCAR circuit 


BALTIMORE, MD. — Life-Like Products 
is capturing the excitement of NASCAR 
racing with its Watkins Glen electric rac- 
ing set. 

Inspired by the actual Watkins Glen 
raceway in New York, the set features 31 
feet of track, two Fast Trackers cars 
(painted in genuine NASCAR colors), two 
trigger-sensitive hand controllers, dual 
lane lap counter, U.L.-approved power 
pack, tune-up kit, multi-colored NASCAR 
flags and signs, full-color poster of the real 
Watkins Glen, and a photo-filled informa- 
tion booklet. 

The Fast Trackers cars are designed to 
perform like real stock cars, with low chas- 
sis and widened rear tires for more mag- 
netic holding power and better handling. 
These authentic designs allow the Fast 
Trackers to reach speeds of nearly 1000 
scale MPH. 

The Life-Like track has the exclusive 
Dura Lock system that joins each track 
section from two directions, so the pieces 
stay connected even under rugged race 
conditions. Life-Like’s Lifetime Limited 
Warranty covers every component. #211 
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Show Update 


Chicago hosts largest RCHTA show 


CHICAGO — Over 400 model hobby man- 
ufacturers, distributors, importers, model 
trains manufacturers and publishers will 
feature their newest items at the 8th An- 
nual Chicago Model Hobby Show, held at 
the O’Hare Exposition Center. 

The event will be open to the trade only 
on Thursday, October 29th and Friday, 
October 30th, from 10am to 5pm. On Fri- 
day evening, from 6pm to 9pm, the show 
will be open to the public and will also be 


open Saturday from 10am to 6pm and 
Sunday from 10am to 5pm. 

Public admission is $6 for adults, $3 for 
children ages 6-12 years, and free for chil- 
dren ages 5 years and younger. 

The show is sponsored by the Radio 
Control Hobby Trade Association 
(RCHTA) and co-sponsored by the Model 
Railroad Industry Association (MRIA). 

The show will feature a model railroad 
module group, a display of radio con- 


trolled cars, boats and planes, plus a 
haunted house manned by the Boy Scouts 
of America, charity races, Let’s Play Give- 
away sweepstakes drawing, how-to semi- 
nars, free products, hands-on racing 
events, IROC competitions, world champi- 
on team stunt-kite exhibition, and a heli- 
copter demonstration. 

More information on the show can be 
obtained by calling RCHTA at (800) 255- 
1200. 


Mail Order Show reports 40 percent sell out 


NO. BRUNSWICK, N.J. — Exhibit space 
at the National Mail Order Merchandise 
Show is now 40 percent sold out. The 
event is targeted for major catalogers and 
direct marketers. 

Exhibitors are manufacturers and im- 
porters who are seeking new markets and 
are taking advantage of the opportunity to 
have their products represented in cata- 
logs and want their products represented 
in catalogs viewed by a large number of 
customers. 

Studies show that consumer mail order 
volume will exceed $100 billion in 1992. 
The exposition, scheduled between the 
American Toy Fair and the New York Gift 
Fair, will take place from February 16-17 
at the New York Hilton Hotel in New York 
City. 


CES attendees give 
show good grades 


WASHINGTON, D.C. — More than 90 
percent of consumers surveyed at the 
1992 International Summer Consumer 
Electronics Show said that the show ex- 
ceeded or met their expectations, accord- 
ing to survey results released by the Elec- 
tronic Industries Association’s Consumer 
Electronics Group (EIA/CEG). 

The 1993 Summer CES was held in Chi- 
cago May 28 through May 31, with con- 
sumers attending on May 30 and 31. 

Two surveys, conducted by EIA’s Mar- 
keting Services Department for the Con- 
sumer Electronics Shows, point to positive 
consumer acceptance of the Summer CES 
experience: an initial survey was conduct- 
ed of 963 consumers, 18 years of age or 
older, as they entered the Show, and a fol- 
low-up survey was conducted of approxi- 
mately 820 of the same consumers as they 
exited the Show. The survey results have a 
margin of error of plus/minus three per- 
centage points. 
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A complete sell-out of space is anticipat- 
ed by mid-December. 

The trade-only event will feature an ex- 
position of merchandise designed to ap- 
peal to a growing market of upscale con- 
sumers who enjoy the convenience of 24- 
hour a day, worldwide shopping. Empha- 
sis will be on new products to help market- 
ers establish new merchandise directions, 
and extraordinary items that mail order 
professionals are in search of. 

Exhibitors will fill about 200 booths in 
such categories as gift items, crafts, toys 
and games, hobbies, children’s products, 
collectibles, books, electronics, video, 
home furnishings, pet supplies, sporting 
goods, apparel and accessories, jewelry 
and stationery and office supplies. 

In addition, the exposition will feature 


Survey results suggest that the more 
than 98,720 consumers who attended the 
1992 Summer CES came from the Show 
eager to repeat the Summer CES experi- 
ence: over 75 percent of those surveyed 
said they would attend next year’s Con- 
sumer Electronics Show. 

Additionally, more than 80 percent of 
those surveyed found the price they paid 
for admission to the Show a good or excel- 
lent value. Forty-two percent of consum- 
ers surveyed on Sunday had also attended 
the Show on Saturday, and, of those visit- 
ing the Show on Saturday and Sunday, 
more than 55 percent had spent at least six 
hours at the Show on Saturday. 

“The survey results back up our view 
that the consumer days portion of the 
1992 Summer CES more than exceeded 
our expectations,” says Gary J. Shapiro, 
EIA/CEG group vice president. “Our 
show attracted an audience of knowledge- 
able consumers with a thirst for consumer 
electronic products, from computers to 
compact disc players and everything in be- 
tween.” 


services and products for mail order mar- 
keters, such as mailing lists, mail room 
supplies, delivery and postal services, com- 
puter software and equipment, catalog 
printers, drop shippers and packaging ser- 
vices. Attendees will be major catalog and 
direct marketers. A comprehensive semi- 
nar program addressing several key indus- 
try issues will also be offered. 

The Marketing Resources Group, a pro- 
fessional show management company with 
over 25 years of cumulative experience in 
major expositions and conferences, will 
manage the event. 

Firms interested in exhibiting or attend- 
ing should contact the Marketing Re- 
sources Group, 1254 Highway 27, North 
Brunswick, N.J., 08902. Tel. (908) 246- 
3997, Fax (908) 246-3939. 


New dates announced for 
American Stationery Fair 


ATLANTA — AMC Trade Shows has an- 
nounced that the American Stationery Fair 
will run May 2-5, 1993 instead of the origi- 
nally announced dates, March 27-30, 1993. 

The date change comes as a result of ex- 
hibitor needs coupled with newly available 
space at the Atlanta Market Center facility 
that was previously booked. 

“In our original research, retailers told 
us they would like an earlier Spring date to 
still be able to buy merchandise for the 
Christmas season,” said Doug Miller, gen- 
eral manager, AMC Trade Shows. “How- 
ever, they also told us that product selec- 
tion was the key factor in deciding to at- 
tend a show and manufacturers expressed 
concern about the ability to have their new 
product introductions ready by the March 
date. Due to a recent change in our con- 
vention calendar, the space became avail- 
able to schedule the Stationery Fair in a 
facility and time frame that best serves 
buyers and exhibitors.” 
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Harregate 
ms 


Toy Trade Fair of the year 


January 9th to January 14th 1993 


HARROGATE INTERNATIONAL TOY FAIR LTD. 
8/9 Upper Street, Islington, London, N1 OPP. 
Telephone: 071-226 6653 Fax: 071-359 5877 


Accommodation Enquiries: 
Accommodation Bureau, Royal Baths, Harrogate. Telephone: 0423 525666 


PRAMS AND PUSHCHAIRS NOT ADMITTED 
NO ADMISSION FOR CHILDREN 


(Circle No. 20 on Reader Inquiry Card) 


Viewpoinis 


Retailers cross fingers 
for fourth quarter 


Christmas hopes hinge on strong TV advertising, election year optimism 


With continuing questions about 
the economy, and with consumers 
more cautious than ever about 
spending money, there are ques- 
tions about how the continuing 
malaise will affect the crucial 
Christmas buying season. 

Retailers may have liked what 
they saw at Toy Fair, but do these 
products still look promising as 
Christmas rolls around? 

Playthings asked a cross-section 
of toy buyers and toy store owners 
what they felt would be the top sell- 
ers this Christmas season. 

Here are their comments: 


Brian Rekow 
Thinker Toys 
Bellevue, Wash. 

The Playmobil line is going to do very 
well for the Christmas season. In par- 
ticular, the Pirate Island, an addition 
to the Pirate collection. In the past 
they have had a dollhouse and now 


Brian Rekow 
Thinker Toys 
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By Yvette Towe 


they have come out with an add-on for 
the dollhouse. Before, they didn’t 
have bathrooms and now that is poss- 
sible. For people who have already 
bought the dollhouse this is going to 
be a good buy. 

Playmobil has also redone the cir- 
cus set from a discontinued one from 
Europe. There is a figure that you put 
into a box and when you try to pull it 
out it’s not there. It’s a very intriguing 
piece. 

We see a real strong sale in Lego’s 
Technic line geared for ages 8-14. It’s 
a motorized building system. 

Something new that a lot of people 
are waiting for is the Capsela voice-ac- 
tivated remote control unit. Along the 
same lines is the Meccano Erector set. 
It has been very, very strong this year. 
Partly because of name recognition — 
the nostalgia value attracts the people 
who grew up in the 1950’s and 1960’s 
who recognize the name and buy it for 
their kids. 


Pat Richards 
The Mind Construction Company 


There is a local product, just start- 
ing to go national, that is being called 
the Rubik’s Cube of the 1990’s. It is 
the Smart Alex Puzzle, invented by 
Alex Pope who was a political prisoner 
in Romania for 16 months. This will 
be at Toy Fair next year. 

The Thomas the Tank Engine se- 
ries should do real well at Christmas, 
and we sold out of our first shipment 
of a series of books called Braids and 
Bows in two days. The books teach lit- 
tle girls how to do their hair. We were 
really surprised. 

For the babies, there is The Parent 
Magazine Toy Line. 

Also, the Spray Art Air Brush for 
kids made by G. Pierce Toys should be 
strong. 


John Diana 
Tiny Tots 
Greenbrook, N.J. 
It all depends on television advertising 
what the hot toys for Christmas will 


Rich Brady 
Playco 
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be. Right now there isn’t too much ad- 
vertising because a lot of people are on 
vacation. 

With the economy of the country, 
we are not doing a lot of buying right 
now; it’s touch and go. We are trying 
to finish up with the summer so that 
we can determine what we are going 
to be moving for the Christmas sea- 
son. 

Thomas the Tank Engine should be 
a good seller for the Christmas sea- 
son. The show is now coming back on 
the air, and should see a resurgence of 
sales. 

Trolls are going to be hot. Roller- 
blade Barbie should do well also, and 
other lines of Barbie are going to be 
released. Beauty and the Beast will be 
released on video this October. 

I don’t see anything in the games 
category. Everybody is just waiting to 
see what is going to happen. 


Pat Richards 
The Mind Construction Company 
St. Louis, Mo. 
We are into nature, out of door activi- 
ties. We sell puzzles, rocks, books, 
fossils, etc. We want to encourage 
kids to develop new hobbies and new 
interests. 

We work a lot with science toys. 
The trend for Christmas hopefully will 
be similar. 

Our business is not the type of busi- 
ness which deals with get-in, get-out 
toys. Hopefully the child and the fam- 


Ann Frago 
Old World Toys 
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ily will develop a real interest in the 
toy and will come back and want 
something more in that area; some- 
thing that they can continue to work 
and grow with and enjoy. 

We are hoping that what is selling 
now will continue to sell through to 
Christmas. Already some of our cus- 
tomers are saying that they cannot 
wait until Christmas. 


Rich Brady 
Playco 
San Marco, Calif. 
I predict that for boys, Teenage Mu- 
tant Ninja Turtles are really going to 
be hot this Christmas. 

For girls I would say Totally Hair 
Barbie. Barbie, in general, is going to 
sell well. I think it’s going to be a very 
good basic toy for Christmas. 

Video games are also going to do 
very well this Christmas. 


Joy Murray 
Gregory’s 
Mt. Holly, N.J. 
Teenage Mutant Ninja Turtles will 
probably not be as hot this year as 
they were last year. Batman may be 
strong if it keeps up the trend. 
Barbie will also sell well. 


Ann Frago 
Old World Toys 
Sacramento, Calif. 
Right now we are doing really well 
selling Playmobil and Koosh paddles. 


Al Angel 
Toy & Hobby Co. 


We specialize in European toys, even 
though we do carry an array of domes- 
tic toys, including battery-operated 
toys, but we do not carry any licensed 
products. 

For the Christmas season, the Erec- 
tor sets, Playmobil and Brio will do 
really well. They have been consistent 
sellers for us. 


Al Angel 
Toy & Hobby Co. 
Salidaj, Calif. 
The Tyco Fast Traxx should do very 
well for Christmas. Boys toys are go- 
ing to be very sound this year. 

The basics and staples of toys, Bar- 
bie and trucks for example, should sell 
very well for the upcoming holiday 
season. 

Another good item, the skating 
dolls by Mattel and Tyco should also 
do very well for Christmas. 


Alan Greenberg 
Toy World 
Newtown Square, Pa. 
For Christmas, trolls will be big. Lego 
items will be strong. We’re going to 
devote some endcaps to Thomas the 
Tank Engine items. 

A game that I think will be big is the 
Madeline game, from Ravensburger. 
It’s anon-TV game. 

I think it will be a good Christmas. 
There’s a presidential election, and 
that usually puts things in a different 
light. | 


Alan Greenberg 
Toy World 
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Retail Profile 


Sesame Street 
comes to town 


Expanding chain capitalizes on continued popularity of license 


W ith the opening of the North- 
ridge, California Sesame 
Street General Store in Northridge 
Fashion Center, the Hayward, Califor- 
nia-based company boasted 15 opera- 
tions in mall locations in California, 
Oregon, Nevada, and Arizona, and 
they expect to see that total increased 
to 18 by the end of the year, according 
to Gene Platin, president and chief ex- 
ecutive officer of the company. The 
first Sesame Street stores, which all 
average 3200 square feet, were 
opened in 1990—two in Southern 
California, and two in Northern Cali- 
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fornia (South Coast Plaza, Costa 
Mesa, was first, and within 45 days, 
Glendale Galleria, Glendale; Stanford 
Shopping Center, Palo Alto; and Ston- 
estown Galleria, San Francisco). 

“We expect that in 1993 we will be 
building an additional 20 stores, and 
will be opening some of those in the 
Midwest and East Coast, as well as 
three stores in London,” said Platin 
when PLAYTHINGS visited with him 
at the opening of the Northridge store 
in August. 

He explained how he became in- 
volved with Sesame Street through 
Children’s Television Workshop 
(CTW). “In 1988 CTW Workshop 
was very proud of the products (Sesa- 
me Street toys) they were putting on 


play. 


eryone. 


Left: Gene Platin enjoys watching children at the educational toy dis- 


the market, and they analyzed how 
the mass market retail stores were dis- 
playing and selling these toys. They 
found that buyers were cherry pick- 
ing, and not making the presentation 
they wanted to see with Sesame Street 
products.” Platin, who has an exten- 
sive retail background, was contracted 
to head up a privately held company 
with the license to use the Sesame 
Street name with the concept of tar- 
geting children between the ages of in- 
fant to 6 with a mix of Sesame Street 
toys and books as well as clothing, 
and quality toy products available 
from other manufacturers, all in Sesa- 
me Street environments. 

The carefully selected merchandise 
going into each store is comprised of 


Above: This Sesame Street plush display is designed to appeal to ev- 
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70 percent Sesame Street goods with 
30 percent being toy and book prod- 
ucts, and 40 percent apparel. The bal- 
ance of 30 percent will be complemen- 
tary toy products that do not bear the 
Sesame Street name. “In apparel, we 
share the exclusive rights with J.C. 
Penney, yet design and manufacture 
our own lines,” said Platin. “Everyone 
has the rights to sell the Sesame 
Street toy products today but we have 
the exclusive right to use the charac- 
ters and ambiance, and we work close- 
ly with the Henson organization and 
CTW to make sure we are correct. Our 
buyers select which Sesame Street 
items will be carried in the stores. We 
look for what will be good for us as 
merchants and as business people. 
However, we are category dominant in 
Sesame Street products.” 


Computers keep control 

The merchandising concept utilized 
by the company calls for a carefully 
controlled inventory and marketing 
strategy. 

“Before we opened the first store 
we invested $750,000 in a state-of- 
the-art computer system. We know 
what is happening any minute of the 
day in our stores. We have automatic 
replenishment of inventory. Every 
product has a minimum and maximum 
level, and everything is the same in 
each store.” 

For delivery from their 35,000 
square foot Hayward warehouse they 
use common carriers, palletize and 
shrink wrap everything. “Our freight 
costs to the stores are controllable and 
below planned costs.” 

Platin said that they do not want 
managers at store level to become in- 
volved in merchandising. “Our man- 
agers are to focus on customer ser- 
vice. That is their major responsibility. 
Every product is plan-o-grammed. We 
know at headquarters if something is 
selling or not selling. We have an anal- 
ysis on return on investment per fix- 
ture. If it’s not paying for itself, we 
make a change. Every fixture, every 
square foot of the store, has to pay for 
itself. We pay rent on every square 
foot in the store.” 

He said that the only exception to 
the rule — that each store is basically 
identical — would be in apparel, 
where seasonal conditions need to be 
considered. 

As with any new venture, there are 
lessons to be learned, and the recently 
opened Northridge store represents a 
new concept for the Sesame Street 
General Stores. 
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Basically what they’ve done, accord- 
ing to Heather Crosby, director of mar- 
keting, is to incorporate brighter and 
more even lighting, and to change the 
gondolas to be more merchandise com- 
patible with deeper shelves. But a more 
important change was necessary. 

The stores originally utilized vi- 
gnettes, and the Sesame Street ambi- 
ance became somewhat overpowering. 
The result was the children enjoyed 
the stores so much that the mothers 
had problems keeping track of them. 

Platin also pointed out that, while 
they have the cash register near the 
front in the first stores, they found 
that it was distracting for the mother 
to be making a purchase and still keep 
track of the youngsters. 

With the Northridge store, their new 
concept store, they have done away 
with the vignettes and are finding that, 
with the brighter lighting and the 
check out counter mid-store, there is a 
more open and less complicated envi- 
ronment for both parent and child. 


“Sesame Street has 
the reputation for 
quality and 
integrity, and that’s 
what we intend to 
continue in our 
stores.” 


Gene Platin, president and CEO 
Sesame Street Retail Stores Corp. 


And while they do not plan to go 
back and revamp all the existing 
stores, the original South Coast Plaza 
store in Costa Mesa is in line for new 
fixtures and a re-do. 

“We’re very pleased with South 
Coast Plaza as it’s doing almost $500 
per square foot. It’s a successful store, 
but one reason we are successful in 
our business is that we never think of 
ourselves as successful, but always are 
trying to improve. We never want to 
be stagnant.” Platin added that they 
will target two other of the original 
stores for transition to the new con- 
cept. 

Platin also discussed how they se- 
lect malls and store locations within 
malls. “We look for a large nucleus of 
homes and families with children in 
the zero to six age group. And then 
within the mall, location is para- 
mount. We look for traffic flow. We 
like to be in the center court, or near 
the food court, or near the elevators. 


We are turning out to be a destination 
store. The parents shop for clothing, 
but they promise the child they will 
visit Sesame Street before they leave. 
There is no toy store in the malls to- 
day that is focused for our customer. 
We have a market niche that can’t be 
copied or emulated.” 


Products must meet high standards 

He pointed out the enormous popu- 
larity of the Sesame Street TV show 
and its continued growth in viewer- 
ship. “Sesame Street has been devel- 
oped on integrity, and that’s why ev- 
erything we do has to be approved by 
the Children’s Television Workshop. 
Sesame Street has the reputation for 
quality and integrity, and that’s what 
we intend to continue in our stores.” 

He said the average price of an SKU 
in their stores is $9.07, but prices 
range from 69 cents to a $300 Brio set. 
“We have something for everyone.” 

Books play an important part in the 
merchandising plans in these stores, 
and they have made buying a pleasant 
experience for parent and child. Books 
are displayed on three walls and on 
racks, and a bench is incorporated at 
the base of the three walls so that little 
ones and their adult friends can sit and 
make a buying decision. They also 
have bean bag chairs available. 

“Books and videos are a major part 
of our total business, and it is a repeat 
business. It is our highest percentage 
category,” said Platin. Fifty percent of 
the books on their shelves bear the 
Sesame Street name. Those, and the 
balance of the book inventory, are 
carefully selected by a management 
team comprised of a head buyer and 
two assistants who do nothing but 
make these important selections. 
They frequently have special events 
and bring in authors to sign books. 

Regarding the 30 percent of product 
in inventory that does not bear the Sesa- 
me Street name, Platin said they look 
for merchandise that is equal to Sesame 
Street, but items that Sesame Street 
does not license. “We look for comple- 
mentary product that supplements the 
Sesame Street assortment and in cate- 
gories where there are no licensed 
goods. Items such as Playmobil, Brio 
and Lego. These are the items that are 
compatible with Sesame Street.” 

In making buying decisions, Crosby 
pointed out that they want not only 
educational toys, but edu-fun toys. 
And they want the child to feel at home 
in the stores. Fixtures are at the right 
height for the six and under crowd. 

continued on page 52 


43 


Licensing Scope 


Timeless Tales debut in child care centers 


KANSAS CITY, MO. — A summer-long 
curriculum brought top-of-mind aware- 
ness to Timeless Tales from Hallmark li- 
censed juvenile products. 

La Petite Academy, which operates 800 
child care centers nationwide, this summer 
featured Timeless Tales animated home 
videos as part of its curriculum. During 
the 13-week summer session, thousands 
of preschoolers enjoyed classic stories 
from the Timeless Tales from Hallmark 
animated video series. Even more impres- 
sions were made through hands-on class- 
room activities and with regular written 
communication from La Petite Academy 
Centers to parents. 

Seven titles from the Timeless Tales col- 
lection were chosen as part of the summer 
curriculum by La Petite, the country’s sec- 
ond largest child care center. Featured this 
summer — and slated again for 1993 and 
1994 — were: “The Ugly Duckling”, 
“The Elves and the Shoemaker,” “Puss in 


Boots,” “Thumbelina,” “The Steadfast 
Tin Soldier,” “The Emperor’s New 
Clothes,” and “Rumpelstiltzkin.” 

“We're excited about the grass roots 
exposure the La Petite curriculum brings 
to the Timeless Tales products,” said 
Brenda Cherpitel, marketing executive for 
Hallmark Licensing. “This increased visi- 
bility to children and their parents has the 
potential to influence sales of Timeless 
Tales products in the fourth quarter.” 

The Timeless Tales from Hallmark 
home video series has been endorsed or 
recommended for viewing by three key na- 
tional educational organizations. The ani- 
mated video series is complemented by an 
array of children’s products representing 
all major product categories, including 
plush toys, bedding, and sleepwear. The 
Timeless Tales animated home video series 
is a joint project of Hallmark Licensing 
and Turner Home Entertainment under 
the Hanna-Barbera brand. 


Dakin acquires Ren & Stimpy license 


BURLINGAME, CALIF. — Ren & Stimpy, 
those popular cartoon characters match 
up with Dakin this Fall when their liken- 
esses are reproduced in three-dimensional 
plush. These wacky plush characters, fea- 
turing poseable hands and legs to capture 
the effect of their contorted bodies, will re- 
tail for approximately $20 and $24 respec- 
tively. The deranged duo will also appear 
in Dakin’s graduation program this Fall 
and will be featured in additional product 
categories in January. 

Dakin has also entered into licensing 
agreements with Scholastic and Lucas- 
film. Developed by Nickelodeon, the kids 
cable network, “The Ren & Stimpy Show” 
airs on Sunday mornings and ranks in the 
top 20 cartoons weekly. This odd couple 
comedy duo features Ren, a Chihuahua, 
and his feline sidekick, Stimpy. The car- 
toon features bright colors and and bizarre 
humor as the two cult characters embark 
on life’s big adventure. MTV has added the 
cartoon to its Saturday night lineup. 

Dakin has entered into a licensing 
agreement with Scholastic, Inc. to develop 
a collection of stationery and gift items 
based upon Scholastic’s best selling book 
series, The Baby Sitters Club. In keeping 
with the target audience for the books, the 
Dakin collection will be designed for girls 
ages 6 to 12. The line will include many 
items that are useful in real-life baby sit- 
ting activities and role playing. 

Dakin’s line will be comprised of items 
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ranging from date books to pencils, creat- 
ed to meet the personal needs of the quint- 
essential Baby-Sitters Club fan. Compo- 
nents will be designed so that each piece 
can stand alone or be coupled with others 
to create coordinated groupings. #253 


Rose Art, Turner sign 
Tom and Jerry pact 


ATLANTA — Turner Home Entertain- 
ment has announced that Rose Art Indus- 
tries is among the licensees for “Tom and 
Jerry — The Movie.” 

Rose Art Industries will create bold and 
colorful children’s cardboard jigsaw and 
inlaid puzzles featuring a variety of de- 
signs using the film’s characters, as well as 
a puzzle depicting the movie’s one-sheet 
poster. 

Other licensees include: Jaymar Special- 
ty (customized cardboard dominos and 
character funmobiles); Just Toys (P.V.C. 
bendable figures); T.C.A. Group (pre- 
school items); and Poof Toy Products 
(foam sporting goods, basketball hoop set 
and puzzles). 

The animated, feature-length musical 
action/adventure will be released interna- 
tionally in select territories this fall and 
worldwide in 1993. It will make cartoon 
history by giving the classic cat and mouse 
their first speaking roles since their cre- 
ation in 1940. #252 


A surprise visit from The Emperor, star of “The 
Emperor’s New Clothes,” was part of the day’s 
activities at a La Petite Academy preschool and 
child care center. 


QFE, Time Warner sign 
‘Shining Time’ deal 

NEW YORK — Quality Family Entertain- 
ment, a Britt Allcroft Company, and A*Vi- 
sion, subsidiary of Time Warner, Inc., 
signed an exclusive marketing agreement 
for the distribution of home videos based 
on Shining Time Station, the award-win- 
ning PBS children’s series. The joint an- 
nouncement came from Kenn Viselman, 
head of sales and marketing for QFE, and 
Stuart Hersch, A*Vision president. 

This marks the first initiative for Shin- 
ing Time Station’s new licensing program 
and signals A*Vision’s entry into the chil- 
dren’s home video market. 

The agreement calls for the production 
and distribution of a series of 26 videos de- 
voted to Shining Time Station, including: 
Holiday Specials with Mr. Conductor as 
played by George Carlin and Ringo Starr; 
music memory videos from the series; The 
Juke Box Puppet Band; Schemer’s “How- 
to” videos for children; and the adventures 
of Thomas the Tank Engine and Friends. 
It is expected that the videos will be re- 
leased over the next three years. “It has 
always been QFE’s plan,” commented Vi- 
selman, “to launch a licensing program 
for Shining Time Station product starting 
with video material from the series itself. 
And when A*Vision approached us, we 
knew that a match had been made. We are 
proud to have formed such an important 
partnership), ,and anticipate that this will 
be an exciting launch for Shining Time 
Station’s licensing program.” 

“Both Quality Family Entertainment 
and Shining Time Station represent quali- 
ty and integrity in children’s program- 
ming,” said Stuart Hersch, president of 
A*Vision. “We are proud and excited to be 
entering into the children’s home video 
market with QFE as our partner.” 
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1983, 1984, 1985, 1986, 1987, 1988, 
1989, 1990, 1991, 1992... 


For licensing information contact: Diane M. Baldovsky, Original Appalachian Artworks 
P.O. Box 714, Cleveland, GA 30528 404-865-2171 FAX: 404-865-5862 
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Manufacturer Showcase 


In-store merchandising a key for Revell-Monogram 


DES PLAINES, ILL. — In-store merchan- 
dising is an important part of the Revell- 
Monogram philosophy of merchandising 
model kits. 

The company has tied in its skill-level la- 
beling with an extensive in-store signage 
program. 

Revell-Monogram has also released a 
pamphlet that helps retailers get the most 
out of their model kit department. Titled 
“7 Easy Steps to a More Profitable Model 
Kit Department,” the pamphlet offers 
hints such as “group product by catego- 
ries” and “be sure you’ve got an effective 
replenishment system.” 

The pamphlet also describes how to set 
up ideal planogram, 20 foot planogram, 
and ideal planogram-fixtured. 

For instance, the ideal planogram fix- 
tured features signage to increase sales. 


2 MCH Fun captivates puzzie 
fans with Smart Alex 


BELLEVUE, WASH. — Smart Alex is a 
new brain-teasing puzzle from 2 MCH 
Fun. The puzzle has four colors, six sides 
and rotates until all the colors line up. 
Smart Alex was created by Romanian in- 
ventor Alex Pop. He conceived of the idea 
while spending 16 months in a Romanian 
jail as a political prisoner for speaking out 
for a free trade union. The puzzle kept its 
inventor from going crazy in prison and 
can become an addiction for serious puzzle 
fans too. Smart Alex has a suggested retail 
price of $14. #201 


M. Pressner & Co., Inc. 
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The Revell-Monogram Hobby Center mer- 
chandising kit includes colorful header 
panels and category channel strips. The 
signage highlights the model kit section 
and is designed to generate excitement 
with vivid photos of actual models. Shelf 
strips help the consumer find the right 
product. 

“As we put signage together, and as 
we’re trying to look at what makes sense 
in merchandising a section, we had tied in 
both the idea of setting the model kits off 
as a hobby center with a large portion ty- 
ing in with skill level labeling,” said G. 
Carl Pickard, senior vice president of sales 
and marketing at Revell-Monogram. “The 
consumer can say ‘here’s what skill level 
one, two, and three means.’ In the test 
stores, it was successful, it was working.” 

The in-store merchandising program is 


in effect at full-line merchandisers, and 
some drug stores around the country. The 
program will be in a quarter to a third of all 
Toys R Us stores, and a test program with 
Wal-Mart is continuing. 

“We’ve had a lot of input from the trade 
and the consumers,” continued Pickard. 
“It’s not something we did on our own. 
We've refined it.” 

Pickard says in-store signage may be ex- 
panded to other hobby categories, and per- 
haps to the company’s science line, de- 
pending on the success of the model kits 
program. 

“More retailers say signage is the way of 
the nineties,” says Pickard. “We’re using 
signage to turn product faster. That’s 
what this is all about. It really is a retail / 
merchandising partnership with our trade 
accounts.” 


Nintendo breaks ground with video game mouse 


REDMOND, WASH. — Nintendo of 
America has introduced Mario Paint and 
Mouse, an innovative program that allows 
users to create art, animation and musical 
composition, using a mouse controller. 
Available exclusively for the Super Nin- 
tendo Entertainment System (SNES), 
Mario Paint and Mouse is the premiere vid- 
eo game to incorporate the mouse, and the 
company expects the advent of the video 
game mouse to have far reaching effects. 
“Other people have tried to run paint 
systems on a 16-bit platform, but using a 
traditional controller is frustrating,” said 
Peter Main, Nintendo’s vice president of 
marketing. “Using a mouse lets you put 
any of 15 colors on an individual pixel. It 
compares favorably with the paint systems 


Nintendo’s Mario Paint & Mouse 


available on personal computers at a frac- 
tion of the cost of the mouse and software 
for these platforms.” 

The art function includes three pen 
sizes, three shape templates, an air brush, 
a fill paintbrush, 120 ready-made stamps, 
75 textured backgrounds, nine different 
screen erasers, and two sizes of letters, 
numbers and punctuation. 

Players can also choose four, six or nine 
frame animation. They can choose to ani- 
mate one of the ready-made stamps, or 
build a stamp or drawing of their own and 
make it move within the screen. And the 
path the animation can follow is infinitely 
variable. 

Finally, the artist can compose a musical 
score. By choosing any of 15 picture icons 
and placing them on the scale, composers 
can create single notes or harmonies. 

The 256 Ram system memory means 
the artist can save an entire “collage,” 
consisting of a background drawing, ani- 
mation and musical score. The master- 
piece can then be permanently stored on a 
VCR. 

Nintendo also announced that several 
third party licensees are at work designing 
new games that will make use of the 
mouse controller. 

Mario Paint and Mouse is available at a 
suggested retail price of $59.95. #204 


Tyco Toys improves on popular Fast Traxx R/C 


MOORESTOWN, N.J. — Super Fast Traxx 
is the follow-up to Tyco’s popular Fast 
Traxx R/C vehicle. The vehicles are 25 per- 
cent bigger and faster, and still zoom over all 


types of terrain, pop wheelies, do 360-de- 
gree turns and more. They’re powered by 
two 380 motors and a Super Turbo 7.2V re- 
chargeable battery pack. #212 
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MCA/Universal names 
new licensing manager 


MCA/Universal has appointed Jean Wy- 
man as manager of domestic licensing. 

Wyman will be responsible for manag- 
ing and soliciting licensing programs in 
the apparel, accessories and domestic cate- 
gories for the entire list of MCA proper- 
ties, including Jurassic Park, Northern 
Exposure, Rocky and Bullwinkle and the 
Official Universal Studios Monsters. In ad- 
dition, she will also coordinate and main- 
tain retail programs with national retail- 
ers. 

Wyman was most recently a consultant 
to software manufacturer Activision. 


Tyco Toys has promoted Jay Kahan to ex- 
ecutive vice president. Kahan joined Tyco 
in 1974 and most recently was senior vice 
president of sales. In his new position, he 
will oversee U.S sales of all Tyco and Tyco 
Preschool products. 


Steven Manufacturing Co. has appointed 
Sam Scott, C.P.A., executive vice presi- 
dent-chief financial officer. Scott was most 
recently with Barclay, Yarborough and 
Scott. 


Electronic Arts has appointed Jack Heis- 
tand as the company’s new senior vice 
president of marketing. 

Heistand was most recently at Hearst 
magazines, as vice president and publisher 
since 1986. 


Electronic Industries Association /Con- 
sumer Electronics Group has promoted 
Suzanne Heaton to staff vice president of 
government and legal affairs of the EIA/ 
CEG. 

Heaton will serve as primary advisor on 
legislative issues involving the Consumer 
Electronics Group. She will also direct the 
staff in monitoring and shaping CEG’s 
state and federal legislation, regulatory 
and judicial proceedings. 

Heaton was most recently the director 
of Government Affairs. 


Lego Systems Inc. has promoted Heidi 
Bailey to assistant manager of direct mar- 
keting. 

In her new position, Bailey will be re- 
sponsible for the planning, development, 
execution and post-evaluation of market- 
ing programs for Lego Shop At Home. She 
will continue to manage the Lego Builders 
Club program, including supervision of all 
outside vendors that support the club. 

Bailey most recently held the position of 
direct marketing assistant. 


OCTOBER, 1992 — PLAYTHINGS 


People 


Sam Scott 
Steven Manufacturing 


Mattel has promoted Jean McKenzie to 
vice president-marketing for its plush and 
small doll product lines and Patricia Wyatt 
to vice president-marketing for its large 
doll product line. 

McKenzie was most recently senior di- 
rector-marketing and has been with the 
company for three years. 

Wyatt most recently was senior direc- 
tor-marketing and has been with the com- 
pany for seven years. 

In related news, Mattel has also appoint- 
ed Louis Gioia Jr. senior vice president- 
marketing, responsible for boys toy prod- 
uct lines. 

Gioia most recently served as vice presi- 
dent of marketing and product develop- 
ment with Tonka Corp.’s Tonka Toy Divi- 
sion. 


Just Toys has appointed Norm Stein vice 
president of sales. 

Stein will be responsible for all U.S. 
sales for the toy company. 

Stein most recently was in charge of his 
own manufacturers representative busi- 
ness. 


Western Publishing has promoted John 
Dickey to vice president of special markets 
division and Mark Miskin to the consumer 
products sales division. 

Dickey is a thirty year veteran at West- 
ern Publishing and he is in charge of spe- 
cial market sales, custom publishing, retail 
projects and valuable brands. 

Previously, Miskin was the district man- 
ager in the New England consumer prod- 
ucts sales area. 


Hy Forman announced that Sheldon 
Goldberg has joined the company as part- 
ner and vice-president and will open a 
branch office in Encino, California. 

In his new position, his responsibilities 
will be to oversee the licensing of a new 
glow-in-the dark process which lasts for 
hours, and a process for longer lasting du- 
rable scents. 


John Dickey 
Western Publishing 


Kenneth R. Young 
Zak Designs 


Goldberg most recently was a partner/ 
buyer of Karls Toy Stores, a 25-store 
chain based in Southern California. 


Gametek has promoted Jody Eichler to na- 
tional sales manager, Séga division. 

Eichler previously was sales coordina- 
tor, Nintendo division. 


Bliss House has named Robert Wanke 
vice president. 

Wanke will be responsible for the com- 
pany’s product development division, will 
manage the overall sales and marketing 
and will be the main liaison between clients 
and the toy industry. 

Wanke most recently was at SLM Inter- 
national, where he led both the marketing 
and R&D departments in developing and 
‘marketing product lines. 


Zak Designs recently hired Kenneth R. 
Young as vice president of operations. In 
his new position, Young will be responsi- 
ble for warehousing, assembly, produc- 
tion, transportation, and product develop- 
ment. 

A veteran of the toy industry for 24 
years, he previously worked as general 
manager for Henry Gordy for 16 years and 
Larami Corp. for six years. 


POPAI has named Richard K. Blatt exec- 
utive director. His responsibilities are to 
actively promote and market point-of-pur- 
chase producers and suppliers, consumer 
products and services, retailers and educa- 
tors. 

Blatt was previously vice president, mar- 
keting and operations for the American 
Advertising Federation. 


Sunbow has promoted David Wollos to se- 
nior vice president of international sales 
and operations. 

Wollos will be responsible for program- 
ming in all major international markets in- 
cluding Europe, Australia, New Zealand 
and Japan. oO 
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improving your business 
Taking the pain 
out of liquidation 


Careful planning, savvy consultants can make liquidation less of an ordeal 
By Gary A. Wright 


or many toy retailers, this Christ- 
mas season will be critical to sur- 
vival. 

After two Christmas seasons that 
were less than buoyant for many inde- 
pendent toy retailers, Christmas 1992 
may make the major difference be- 
tween the operation of a viable busi- 
ness and a decision to pack it all in. 

What may be particularly difficult 
for many toy retailers this year is the 
increasing market penetration of su- 
perspecialist Toys R Us, which now 
claims the largest share of toy busi- 
ness at retail. At the same time, the na- 
tion’s largest general merchandise dis- 
count retailer, Wal-Mart, has entered 
new markets in its ever-widening push 
into areas where it was not represent- 
ed last Christmas. 

With the highly aggressive every- 
day-low-pricing policies that both 
Toys R Us and Wal-Mart are known 
and respected for, it can only be ex- 
pected that their impact on toy retail- 
ing will again increase this Christmas. 

But toy retailers should not wait to 
take action. What should be the best 
season of the year for toy retailing is 
the time to initiate aggressive promo- 
tional programs designed to boost 
business, or to make the decision to 
liquidate. 

Dun & Bradstreet Corp., which 
keeps track of business failures, re- 
ports that toy, hobby and game shops 
in 1991 had a tough time, if that is 
news, with failures increasing over 25 
percent, compared with the previous 
year. 


Gary A. Wright is the president of 
Denver, Colorado-based G.A. 
Wright, Inc., which he founded in 
1981. The company provides man- 
agement consultant services in the 
areas of sales promotion and retail 
liquidations. 
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This year, the well-publicized diffi- 
culties of such chains as Child World 
and Lionel Kiddie City do not bode for 
much improvement. 

In fact, the time is now for indepen- 
dents and smaller chains to put a strat- 
egy into place that will meet the tar- 
gets for a successful Christmas in a 
tough year. Hoping that the momen- 
tum of Christmas shopping will bring 
the desired sales and profits is no 
longer enough, if it ever was. 

What can be done to build business 
in the face of daunting competition? 


Promotions can boost sales 

The programs my company recom- 
mends are built around a combination 
of targeted direct mail advertising 
pieces, frequent shopper programs, 
weekly special events, contests, and 
some local media advertising, all de- 
signed to create heavy traffic and im- 
mediate as well as repeat sales. 

We also recommend re-merchandis- 
ing a toy store to create visual excite- 
ment. And we provide solid informa- 
tion about how a store can create its 
own promotional programs, based on 
creating excitement rather than sim- 
ply cutting prices, after our involve- 
ment has ended. 

For such diverse toy store clients as 
Togs & Toys in Ketchikan, Alaska, 
Green Dragon in North Charleston, 
South Carolina, The Toy Shoppe in 


Norwalk, Conn., and others, we have 
created Treasure Hunt Days, Pretty 
Baby Contests, You’ve Come a Long 
Way Days, Early Bird Specials, and 
events that cater to kids, with clowns 
and balloons and prizes. 

But for those store owners who do 
not want to accept the challenge of op- 
erating in an ever-more competitive 
environment, we are also prepared to 
serve as a consulting company that 
will plan and manage the execution of 
a liquidation sale, on a fee basis. That 
is quite different from the way other 
liquidation companies work. 

If indeed the decision is to liquidate, 
the best time to put such a program 
into place is pre-Christmas, not after 
Christmas. Normally, a liquidation 
should end on December 24, and not 
carry over into January. 

This advice at first may sound odd 
to a toy retailer who believes he would 
prefer to struggle through Christmas, 
generating cash from increased busi- 
ness, before biting the bullet. 

But the point is that the margins a 
toy retailer realizes from a liquidation 
depend on the competitive nature of 
the marketplace. If you are trying to 
liquidate at a time everyone is cutting 
prices, it is likely that you will have to 
advertise deeper discounts, and there- 
fore accept lower margins, and will 
generate less cash. During the pre- 
Christmas season, however, price cut- 
ting is likely to be less severe than at 
any other time of the year. The result 
will be a higher gross return. 

Furthermore, it will take more time 
to complete a successful liquidation in 
a slow retail period, and therefore the 
expenses of doing business — rent, 
payroll, overhead, advertising — will 
continue for a longer time. Before 
Christmas, a liquidation almost invari- 
ably proceeds more rapidly 

continued on page 51 
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improving Your Business 
continued from page 48. 


Although it may be tempting to think it 
is possible to liquidate a retail toy business 
successfully without engaging the services 
of a company that specializes in retail liq- 
uidations, there are many hazards and pit- 
falls. 

Most retailers, for example, have no ex- 
perience in liquidating a store and are not 
geared to thinking about the different 
merchandising and promotional tactics 
that are needed to produce the optimum 
results, in an efficient, rapid and cost-ef- 
fective fashion. 

It is easy to sell the first 75 percent of 
the inventory. The problem is always the 
last 25 percent. It is especially important 
to generate sufficient volume and profits 
at the beginning, or front-end, of the sale 
to compensate for the markdowns that are 
necessary to obtain a complete liquidation. 

Maintaining momentum is also critical. 
If traffic is allowed to flag, momentum is 
lost, and the sale stalls. The result is un- 
sold stock, and the need to spend a lot of 
advertising money to regain traffic and 
sales. 

We know, from experience, that we can 
liquidate an entire store or company in a 
six-to eight-week period. Typically, using 
our formula and program, the return in 
gross sales as a percentage of beginning 
inventory at cost is around 110 percent for 
a complete store liquidation. 

It is not unusual for us to receive letters 
from satisified clients. One example is 
from the 24-store Tons O Toys president 
R.L. Pruitt, who wrote: “Opening day of 
the sale was unbelievable. Our parking lots 
were full; long lines formed with hundreds 
of customers waiting to get in.” 

And, from a single store company, 
Chad’s Rainbow in Englewood, Colorado, 
whose president wrote, “We sold every- 
thing in the store. We did it without giving 
it away. And we paid off our nervous se- 
cured creditors!” Oo 


Tyco to close plant and 
lay off 300 workers 


MOORESTOWN, N.J. — Tyco Toys has 
announced it would close one plant and lay 
off 300 employees in a consolidation of its 
domestic packaging and distribution opera- 
tions. The toy maker will close its Moores- 


town plant in southwestern New Jersey by” 


the end of the year and move operations to 
the company’s site near Portland, Ore., 
where all of the company’s United States 
packing and distribution will be performed. 

Approximately 600 people work at the 
Oregon site, with the number to grow to 
700 after the consolidation is. complete. 
About 50 workers employees will be trans- 
ferred to the corporate headquarters and 
other Tyco locations. 

Displaced workers will receive sever- 
ance pay and job search assistance. 
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Manufacturers’ Representatives 


A directory of toy and hobby sales organizations from coast to coast 


SALES & MARKETING, ASSOC., INC. 
Total Coverage For Manufacturers Of: 
Toys + Hobbies - Crafts 
Related Categories 


1709 W. Biesterfield Road 
Elk Grove Village, Illinois 60007 « 708-893-6368 


@ NATIONAL SALES NETWORK 
EGIONAL SHOWROOMS 


* TRADE SHOWS 
* PRODUCT DEVELOPMENT 
* PACKAGE & PROMOTIONAL: DESIGN 
FANTASY PRODUCTIONS | INC. 
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DALLAS, TEXAS 
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For stuffed animals @ toys and crafts 
OVER 250 STYLES OF EYES 
In a wide variety of colors shapes and sizes 
eSpecial designs and colors available 
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G & L EYES, INC. 
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Call Today to Start Your Product 
on the Road to Sales Success 


LES FRIEDLAND ASSOCIATES LTD. 


44 Sunset Avenue 
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TEL: 201-767-5685 
FAX: 201-767-3054 
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Manufacturers’ Representatives 


A directory of toy and hobby sales organizations from coast to coast 


Room 514 
200 Fifth Ave. 
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Bob Harman and Associates, Inc. 
MANUFACTURERS REPRESENTATIVES 


Aggressive Coverage of the Mid-Atlantic States 
Pennsylvania » Maryland + South Jersey + Delaware + DO + Virginia 


*Bob Harman 
*Chris Sugalski 
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Fritz Snyder 
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Wayne, Pennsylvania 19087 
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If you’re wondering who can sell your 
products, call us. We know just 
the buyer you’re looking for. 
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Sesame Street cont. from page 43 


There are plenty of demonstrator toys, 
including a section for the more advanced 
learning items—which proved to be enor- 
mously popular during the opening days 
of the Northridge store. 

The acceptance by the shoppers of the 
Sesame Street stores is reflected in their 
finding that, rather than the bulk of their 
business taking place during the Christ- 
mas season, sales tend to be more evenly 
spread throughout the year. “While most 
toy stores do 32 percent to 34 percent of 
their business during November and De- 
cember, we’re seeing closer to 25 percent 
at that time. So ours is more a year-round 
operation.” 

There is also a year-round dedication to 
service, the key word at these stores. Free 
gift wrapping is always offered. Employees 
are given a ten-day training period before 
going on the floor in order to assure they 
know how the store operates, and how to 
be of assistance to the shopper. Customers 
are given an opportunity, through a ques- 
tionnaire available at the checkout 
counter, to rate the store on service and 
merchandise. These evaluations are re- 
viewed with care by a number of the man- 
agement team at headquarters. Crosby 
said people do fill these out, and it has 
been a help in analyzing what and how 
they’re doing. 

Platin said that the most rewarding ex- 
perience for him is when a parent comes 
up to him and says “I love your store.” 
That’s how you measure it. We have such 
a great customer acceptance. At the 
Northridge opening, the marketing direc- 
tor of the mall came in and said she’d never 
seen a store generate as much initial inter- 
est. When you get those kinds of com- 
ments — and when you get an award from 
PLAYTHINGS, (Feb. 1992 Licensing 
Scope Special Achievement Award) — you 
think you’re doing something right.” O 


Toy Tips lends a hand 
to toy consumers 


MILWAUKEE, WIS. — Toy Tips, a toy 
consulting firm, has found a new way to 
educate parents and grandparents about 
the most safe and popular toys for kids. 

The Toy Tips Safety and Selection Man- 
ual is the company’s newest consumer aid. 
This 24-page quarterly newsletter is 
packed with information obtained through 
focus group research at the company’s 
testing facility. At the facility Toy Tips 
tests new toys from over 100 domestic and 
international toy manufacturers such as 
Hasbro, Mattel, Nintendo, Fisher-Price, 
and Lego. Subscriptions to the newsletter 
are $20 per year. 

Toy Tips continues to offer the Toy In- 
formation Hotline (1-900-420-3717 EXT- 
308), which provides up-to-the-minute in- 
formation on the toy industry. Cost is $2 
per minute. 
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Product News 


Fleer Corp. debuts 1992 
NBA basketball cards 


MT.LAUREL, N.J. — Fleer Corp. an- 
nounced that it has made several improve- 
ments to its 1992-93 line of NBA basket- 
ball cards, which the company introduced 
in September. 

The fronts of the cards feature new 
team colored-coded graphics and metallic 
ink boards, while the backs of the cards 
have larger close-up photos and complete 
career statistics. The line contains 210 
players in the basic set, as well as eight 
NBA League Leaders, four NBA Award 
winners, six ProVision Art cards, three 
Checklist cards, six Schoolyard Stars, and 
27 Team Coaches. 

In addition, Fleer Wax Packs will fea- 
ture a special randomly-inserted, limited 
edition subset of 24 NBA All-Star cards; 
Fleer Rack Packs will highlight 27 Team 
Leader cards; and the Fleer pre-priced Cel- 
lo Packs will offer 10 Rookie Sensation 
subset cards. All these limited edition sub- 
set cards are UV coated and gold-foil 
stamped for extra impact and collectibility. 

Other improvements to the 1992-93 set 
include a square fold package with high 
gloss polypropylene film similar to Fleer’s 
1992 wax baseball and football cards; 
heat-sealed packs to prevent product tam- 
pering; and double coated card stock with 
high resolution photography and vivid col- 
or reproduction on both the front and back 
of each card. 

Larry Johnson, the 1991-92 NBA 
Rookie of the Year, is also featured in a 
special 12-card signature series, which has 
been UV coated and gold-foil stamped. 
Johnson has personally signed over 2000 
of his cards for random distribution in all 
Fleer’s basketball card packs. Fleer will be 
instituting a special consumer mail-in offer 
on the back of each pack for three addi- 
tional Johnson cards and a premiere issue 
of NBA Inside Stuff magazine. A Fleer 
basketball card sample sheet, containing 
nine cards, will be included within each 
copy of the magazine. #207 


Warner Bros. records 
adds to Kidsongs line 
BURBANK, CALIF. — Warner Bros. Re- 


cords Family Entertainment (the new chil-’ 


dren’s division of WB Records) has re- 
leased four new audio cassettes to comple- 
ment the Kidsongs video series. 

Each of the new Kidsongs audio cas- 
settes contains new recordings of favorite 
children’s songs compiled from the Kid- 
songs home video series. They include 
“Old MacDonald Had a Farm and Other 
Favorite Animal Songs,” “Cars, Boats, 
Trains, Planes and Other Things That 
Go,” “Sing Along Songs,” and “What I 
Want To Be When I Grow Up.” #214 
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Creativity 
for Kids 


OPEN-ENDED ACTIVITY TOYS 
TO CREATE, PRETEND AND LEARN 
a division of Creative Art Activities, Inc. 


1600 E. 23rd Steet * Cleveland, Ohio 44114 
(216) 589-4800 * 800-642-2288 © Fax: (216) 589-4803 


HARMONY Toy LTD. 


Cooperative Play Games 
Everyone's a Winner 


570 TAXTER ROAD 
EvLmsforb, NY 10523 
800-722-3263 e 914-592-2266 
FAx 914-592-7404 


RoseArt 


BRAND 
SINCE 1923 


€ 
e Arts, Crafts & Activities « 
© Dolls/Plush ¢ Puzzles & Games ¢ 
e Crayons & Markers & Paints « 
¢ Board Products ¢ Books e 


For customer information call: 
1-800-CRAYONS 
Rose Art Industries Inc. 


TOYS FOR ALL AGES 


Battat Inc. 
2 Industrial Blvd., West Circle 
Plattsburgh, N.Y. 12901 
Tel: (518) 562-2200 Fax: (518) 562-2203 
FOR ORDERS CALL TOLL FREE: 1-800-247-6144 


706-865-2171 


Telex 312293 Fax 706-865-5862 


CARDINAL 
INDUSTRIES, INC. 


Beverly Hills 90210 Entangle Game 
Perquackey 
Beauty and the Beast, Peter Pan 
and Little Mermaid Card Games. 


FULL LINE OF ADULT GAMES 


21-01 51 Avenue 
Long Island City, NY 11101 


718-784-3000 


GOLDBERGER Di 
DOLLMAKERS FOR OVER 60 YEARS 
538 JOHNSON AVE. BKLYN, NY.11237° NYC SHOWROOM 1107 BWAY, SUITE 402 


KKK KKK KKK KKK 
CHU’S MAGIC INT’L (CANADA) LIMITED 
#403-41860 Hammersmith Way, Richmond, BC., 
V74 5GI, CANADA Phone: 4-604-272-2700 
FAX 4: 1-604-272-2662 FAX 2: 1-604-261-0106 


6000 Midlantic Drive, 
Mt. Laurel, NJ 08054 
(609) 234-7400 


DIE-CAST TOYS 
AND 


VINYL INFLATABLES 


® 


Intex Recreation 
PO. Box 1440 

4130 Santa Fe Avenue 
Long Beach, CA 90801-1440 
(213) 549-5400 


PLATEAU 


THE ULTIMATE GAME OF STRATEGY 
AND INTRIGUE 


205-464-0906 
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WE CARE ABOUT 
“THE WHOLE CHILD” 


ANDITOY CORPORATION 
Mill Road, Milwaukee. WI 53218 


FINE WOODEN 
TOYS FROM 
SWEDEN 


THE FINEST DIE-CAST 
METAL MODELS AND KITS 
IN THE WORLD 


available at better Toy and Hobby Shops 


THE BEST QUALITY 
DIE CAST CAR IN SCALE 1:18 


MAISTO INT'L, INC. 

7751 CHERRY AVE. 

FONTANA CA, 92336 

TEL: 714-357-7988 FAX: 714-357-2020 


For building your profits, 
we’ve got the system. 


LEGO Systems, Inc. 
555 Taylor Road 
Enfield, CT 06082 

Tel. 800-243-4870 

Fax 203-749-6077 


®DUPLO and LEGO logos 
are registered trademarks 
of INTERLEGO A.G. 

© 1990 LEGO Group 


THE BEST IN ROLEPLAYING 


JUST GOT BETTER! 


TSR, INC. 

201 SHERIDAN SPRINGS ROAD 
LAKE GENEVA, WI 53147 
1-800-DRAGONS 


LITTLE STEPS 
>. playtime 
wK y% ch nc 


*k7y 


224 E. Fourth St. « Hermann, MO 65041 R 
Phone 314-486-5494 - FAX 314-486-3327 


% 


The Hottest, Fastest Moving Item Is Back! 
“THE FRONTIER HAT” 

Acrylic Pile Body peijecaaiiumestion = 

with Racoon : ; 
or Acrylic Tail, BS a 

Retail $8.95 {ee 

NOW AS 

LOW AS $2.75 Each 
Send for Product Sheet. 

Distributor & Rep Inquiries Invited. 
WELLWORTH INDUSTRIES, INC. 


P.0. Box 450340, Sunrise, FL 33345 ° 305-742-9305 © Fax 305-742-9306 


Sg 
sot 


Science Toys, Gifts & Novelties 
Wholesale Catalogue Available 


394 New York Ave. 
Huntington, N.Y. 11743 


(516) 424-2173 
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MANUFACTURERS OF DOLLS, CLOTHES 
& ACCESSORIES SINCE 1930 


CORPORATE OFFICE 
ONE BIGELOW STREET 
P.O. BOX 509 » HOLYOKE, MA 01041 


TELEX 880-538 FAX (413) 532-9804 
TEL: (413) 536-0510 1-800-88-TOTSY 


THE CORDLESS AGE BEGINS WITH 


MABUCHI.-+ MOTCRS 


1.2TO 120 VOLTS © OVER 50 MODELS 
MINIATURE SIZES BIG PERFORMANCE 


Mass produced at 3,000,000 dally to offer you high quality, low 
prices. For dry cell, nickel cadmium batteries or rectified D.C 
Mabuchi assures action, reliability, economy, quality! 

FREE CATALOG & SAMPLES TO DESIGNERS & ENGINEERS 
MABUCHI MOTOR AMERICA CORP. 
475 PARK AVE. SO. Dept. PL.9..N.Y..N.Y. 10016 / Tel:(212)686-3622 

TELEX: 24-4374 MABU 6 FAX (212) 532-4263 


Product News 


Classic Games updates 
baseball trivia game 


ATLANTA, GA. — Classic Games has be- 
gun shipping its 1992 Collector’s Edition 
Major League Baseball Trivia Board 
Game. This year’s limited production of 
125,000 games features new packaging 
and trivia cards. 


Classic’s Major League Baseball Trivia game 


The game includes 200 full-color player 
trivia cards highlighted by the year’s most 
popular players. The 1992 edition also 
contains a new collectible book with tips 
on playing the game from former baseball 
greats. #208 


Orchard Valley 
introduces Woolakins 


CLARKESVILLE, GA. — Orchard Valley 
has introduced Woolakins. 

The Woolakins are plush lambkins, en- 
tirely hand-constructed in the North Geor- 
gia mountains, of the highest quality ap- 
parel shearling. This not only gives it a 
rugged, long lasting quality, but also gives 
it the look of real sheep wool. 

Hand-constructed, hand-sculpted, and 
hand-painted for that ‘one of a kind’ look, 
each is machine wash and dryable. It is 
available in white or black face. It is ar- 
rayed in a floral color tied with ribbon, or 
country patterned bowtie. Each Woolakin 
comes with a flock record suitable for 
framing, small booklet, and feed bag. 
Woolakins have a suggested retail price of 
$45.50. #251 


Woolakins, from Orchard Valley 
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Product News 


CALL 800-735-2456 TO OBTAIN FREE 
BROCHURES OF ALL OUR HOT SELLING TOYS 


Polyvel is making scents 
for toy manufacturers 


HAMMONTON, N.J. — Polyvel Inc. can 
add a special touch to plastic toy parts. Po- 
lyvel’s fragrance concentrates can be incor- 
porated into any plastic part which is manu- 
factured using polyethylene, polypropyl- 
ene, PVC, EVA, styrene copolymers, or cel- 
lulose acetate butelate. Through the use of 
Polyvel’s “loaded” fragrance concentrates, 
the cost of enhancing a product with fra- 
grance can be relatively small. 

For over eight years, Polyvel has been 
manufacturing, developing and marketing 
specialty polymer-based flavor and fra- 
grance concentrates in pellet and powder 
form, for use in plastics applications, sa- 
chet, potpourri and air fresheners. #206 


LAIKO INTERNATIONAL CO., INC. 
17181 GALE AVE., UNIT “D", CITY OF INDUSTRY, CA 91745 


PLAYTHINGS 


CLASSIFIED 


ADVERTISEMENTS 


GET FAST RESULTS 


Trains & Die-Cast Models 
& Even More — IHC has it! 


International Hobby Corp. Dept. PT 
350 E. Tioga St. Phila., PA 19134 USA e(215)426-2873 


Y OVER 45 YEARS 
SPECIALISTS IN SOUND DEVICES 


fige8Q 


SQUEAKERS ¢ 
ANIMAL SOUNDS e 813-925-7224 
Fax: 813-923-0276 


6245 Clark Center Ave., Suite J, Sarasota, FL 34238 USA 


Bedford,PA. 15522 (814) 623-9041 
Ashland,OH. 44805 (419) 289-9310 


LOVES 
TROPHIES 


Buy Direct from the 
Largest Manufacturer | 


10” ~~ 
individually 


VOICES 
CHIMES ¢ 


packaged 


Available in all sports Solid Marble Base 
TO ORDER CATALOG & FREE SAMPLE 


CROWN ¥ TROPHY 


One Odell Plaza, Dept. PYT2x, Yonkers, NY 10701 


800-227-1557 in ny 914-963-0005 


the ultimate Game of skill 


™ 


© SALEM HEYARI 1989 

produced by DALLAH HEYARI CO,, distributed by PSI 
2944 GRAYBILL DRIVE - BELOIT,WI 53511 

PH. (608) 362-6661 + FAX (608)362-8178 
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MUSICAL 


LARGEST STOCK IN THE U.S. 


* WINDUP MOV'TS (MANY STYLES) 
* MOTION ATTACHMENTS. 
* ELECTRONIC TOUCH, COIN STYLE & OTHERS 


PLEASE ADDRESS INQUIRIES TO O.E.M. DIVISION AT: 


ational 
ARTCRAF Tro. 


23456 MERCANTILE ROAD pi.1092 
BEACHWOOD, OHIO 44122 
TOLL FREE: 1-800-793-0152 Fax: 1-800-292-4916 


OVER 100 KITE DESIGNS 
AND SIZES 


PLASTIC & NYLON 


DELTAS - DIAMONDS 
DRAGONS - STUNT 


FAST DELIVERY 


6401 Antoine St., P.O. Box 920800 
Houston, Texas 77292-0800 


1-800-231-7508 


¢ Posters Apparel ¢ Novelties Jewelry ¢ Puzzle: 
... With an anatomical theme. 

FREE DEALER CATALOG Anatomical Chart Co. 

1-800-621-7500 (8221 Kimball Avenue 


FAX: 708-674-0211 Skokie, IL 60076 


Games & Toys 
of Timeless Quality that 
capture imaginations... 
for generations. 


Crafted with Pride in USA 


Habermaass Corporation 
Skaneateles, NY 13152 
(800) 468-6873 


55 


Product News 
_ PARAGON PACKAGING ee 


COMPLETE BOARD ‘GAME PRODUCTI Ultra Football Cards 

DEDICATED TO QUALITY AND SERVI : PHILADELPHIA — The Fleer Corpora- 
- 900 NORTH SHORE DRIVE, SUITE 210, LAKE BLUFF, IL 60044 tion has introduced its 1992 Fleer Ultra 

Se Phone 708-61 5-0065_ FAX 708-615-0099 © : Football Cards. The set is being billed by 


ee the company as “the highest quality card 
FAMILY OWNED AND OPERATED SINCE 1925 Fleer produces.” Included in the 450-card 


collection are: two limited edition, 10-card 
signature series devoted to a couple of the 
National Football League’s hottest play- 
ers, Reggie White, defensive end of the 
Philadelphia Eagles and Chris Miller, quar- 
terback of the Atlanta Falcons; a 30-card 
Ultra Draft Picks set, which features such 
number one draft picks as Terrel Buckley 
of the Green Bay Packers and Chris Mims 
of the San Diego Chargers; and, a limited 
edition, 10-card Ultra Award Winners sub- 
set. 

Like Fleer’s Ultra Baseball Cards, the 
Ultra Football Cards feature high-gloss, 


Fleer Corp. unveils 


@ Graphic Design @ Manufacturing 
@ Assembly @ Packaging 
@ Warehousing @ Distribution 
@ Marketing Consultation 
Yaquinto Printing Co., Inc 
FREE BROCHURE 
4809 S. Westmoreland 
Dallas, Texas 75237 * 214-330-7761 


M & S Shillman, Inc. 
1209 DeKalb Avenue 
Brooklyn NY 11221 
(718) 453-4700 


M U.V. coating, gold foil stamping, and mar- 
US. Patent bleized borders on both sides. On the back 
(pede of each card is an array of design enhance- 
* Board Games Puzzles ments, including a special football gridiron 
“ ade Pi tige image; high tech computer graphics; and a 
Whiskers for Stuffed Animals, Puppets, Etc. THE > > za horizontal format. 


Larger color action pictures of each 


faSheTTE SOURCE TNCORPORATED player grace the front of each card, while 


p (800) 433-GAME two large color pictures — a sharp action 


Company, Incorporated 


Eyelashes for People, Ceramics, Novelties, Toys, Etc. (714) 255-7900 so and a player portrait — appear on the 
ack. #217 


Box 205 — Natick, MA 01760 — U.S.A 190 Arovista Circle, Brea, CA 92621 
FAX (714) 990-1720 


teen Kidselebrati¥n” 
Platt these P.O. Box 2033, New York, NY 10113-0960 
/ Shelton, Conn. 06484 Call (800) KIDS-321 or Fax (212) 662-3765 


i 203/929-1441 The quality name in personalized cassettes 
e Stock and Custom Blow Molded Wheels Rusonali i Name Tunes ® 


¢ Custom and Stock Cases, Toy Boxes, etc. 


¢ Custom Blow Molded Specialty Items Personalized FNAME aiess 
¢ Our Design Department Available to Ne Fale: Helmsiey-Spear, Inc., Managing Agen 


Assist You and introducing our new non-personalized Lge Boge aps gor yng Avenue 
dolls and cassettes, RELATIVE FRIENDS, 


FOR THE BEST IN QUALITY featuring Grandma’s Friend, Grace. 


EY BANDAI 


BANDA! AMERICA, INC. TERMINATOR 2 “e 
Headquarters Showroom V/6SGE IP TALL og ~24 
12951 E. 166th Street 200 Fifth Avenue : y, 

Cerritos, CA 90701 Suite 505 VINYL MODEL KIT 
(213) 926-0947 New York, NY 10010 | (R2#<qgranuaprare mays 


ret ies cl OF ALY oo st no MH 
12 East 3rd Street, Los Angeles, CA 90013 Te! aX: 
FASHION FABRICS 

for FASHION DOLLS 


We're so sure por Ce 
you'll love our oe 
Handcrafted Wooden OO ©) O\ 
Toys and low prices, we'll give you a free 
sample. Just send us your business card. 
Offer limited to one toy per dealer. 

Classic Coachworks Toys, Inc. 

RR#3, Box 2461 Effort, PA 18330 (717) 629-4861. 


WEBER MARTIN/F. WEBER COMPANY 
2727 Southampton Rd. Phila.. PA. 19154 
(215)677-5600 Fax 215-677-3336 

| Ne a? 


ART&CREATIVITY SETS 


for pre-school to teens 
JON ) ‘ 
it) Moss bata 
ee care enn 
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mple Yardage 
vailable 


Are Changing The Wa 
The World Plays ae 


Board Games! @@a— 48 
SS DEE 


1-800-TRICOTS (1-800-874-2687) 


EDLEY ASSOCIATES 
990 Sixth Ave. In NY:212-947-2740 
NY,NY 10018 Fax:212-947-2754 


*y 


key” 


MA) LIMARDEE ENTERPRISES 
P.0. Box 570 El Cerrito,CA 94530 (415) 525-4331 


Product News 


Nylint Toys takes a ride 
with Thomas the Tank 


ROCKFORD, ILL.— Nylint Toys has add- 
ed ten new Thomas the Tank Engine and 
Friends toys to its preschool line based on 
the award winning PBS series Shining 
Time Station. 

This year’s introductions include: a De- 
luxe Collector Case; a Thomas Pull-a- 
Long Wagon with Building Blocks; the 
Toby Battery Operated Playset; the Percy 
Battery Operated Playset; Percy with Two 
Foolish Freight Cars; Thomas, Annie & 
Clarabel Train Set; Toby, Henrietta & 
Troublesome Truck; Percy the Small En- 
gine; Harold the Helicopter; and the 
Thomas Activity Center. Nylint now offers 
17 Thomas the Tank preschool toys.#218 


Nylint’s Thomas Pull-Along Wagon 


QUALITY EDUCATIONAL TOYS, GAMES AND BOOKS! 
PARENTS’ CHOICE 
AWARD WINNERS 
4 YRS. STRAIGHT 
educational insights: 
800-933-3277 


DOMINGUEZ HILLS, CA 


HE ART OF GREAT 
ity rubbi mps since: 197 


P.O. Box 246 Berkele 


ZESSION S| 
for free catalog 


800-NEAT-FUN 


== Parents’ Choice 
Award Winner 
OTs Kaleidoscope Activity Kits 
3 ~~» 
Os Traditional & Contemporary 
eg (412) 452-8700 4 i 
Handcrafted in the U.S.A. | 


Kaleidoscopes! 


Zelienople, PA 16063 FAX: 412-452-0867 
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ry 


\\ 
ye ¢ Holes or Loops 


¢ Carton Lots Available 
¢ Many Sizes ¢ Brochure 

CLY-DEL 
MANUFACTURING COMPANY 


= 
Sharon Rd. Box 1367 Waterbury, CT 06721 
Tel: 203/574-2100 » Fax: 203/753-3326 


a4 


WBS 
1515 BROADWAY, NEW YORK, NEW YORK 10036 
TELEPHONE - (212) 258-6585 FAX - (212) 258-6582 


€& Sun Motor Mfy. Ltd. 


UL APPROVAL 
AC & DC Motor 
Manufacturer & Exporter. 


OEM WELCOME 
5/F., Flat A, Prince Industrial Bidg., 
106 King Fuk St., San Po Kong, 
Kin, Hong Kong. 


Tel.: 321 6108 

Fax.: 351 4668 

Telex: 57525 STMML HX 
Cable: SUNMOTOR 


COLORFUL & FUN 


Magnet Toys, Games 
& Science Sets 


CALL 800-MAGNET-1 FOR FREE CATALOG 


DOWLING MAGNETS 
SONOMA, CA. 95476 USA 


play 
U.S.A. INC. 


The total play system. 


11 E Nicholas Court 
Dayton, NJ 08810 
(908) 274-0101 FAX (908) 274-0110 


A GROUP, INC. 
uron Drive 


‘ax: 508-653-7956 


mobil 


BACHMANN INDUSTRIES. INC. 1400 EAST ERIE AVENUE 
PHILADELPHIA, PA 19424 (245) 533-4600 


7 -THES 
joven migy 


Tic Tac Glow™ 
Wild Things™ 

never sean (wean! 

GIGGLES TOY CO., INC. 


44854 Heydenreich Rd., Mt. Clemens, MI 48044 
(313) 468-4569 © FAX (313) 468-6712 


Kid’s Gloves?® | 


Work gloves for kids. 

Just like Mom’s & Dad’s. 

A proven success in toy stores! 
Call toll free, or write 


BLUE HILL PRODUCTS 
BOX 431, ARDMORE, PA 19003 


800-627-9546 


Manufacturers 
Jusloys os 


+ Super Tuff” Spiral Ball & Mini Spiral Ball & Team NFL 
Spiral Ball and Mini * Bend-Ems Disney * Marvel * Tuer 
* Nickelodeon * Universal * Hanna Barbera * Viacom 
* WCW World Championship Wrestlers * Tattooz 

* OAA Cabbage Patch Bubble Kids * Surge * Just Bags 


1107 BROADWAY, SUITE 903 
NEW YORK, NY 10010 
(212) 645-6335 * FAX (212) 645-8551 


Mul-Del Enterprises has 


the patent on this ; 
exciting yard game for \Be C - 
the whole family. L CAMIE 
We are seeking interest Cl 
toy companies or MUL-DEL 
ss ike Enterprises Inc 

manufacturer/distributors. 787 W. Exchange St. 
For more information, Akron, OH 44302 


‘ (216) 953-4770 or 
contact Richard DeLapa. FAX (216) 253-1669 


; @ Plast-i-clay® 
. ee e FIMO® 

5 Ow e Friendly Plastic® 
Write for a FREE 
catalog. 


American Art Clay Co., Inc., Consumer Products Division 
4717 W. 16th St., Indianapolis, IN 46222 
(317) 244-6871 (800) 374-1600 
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We Serve Our Customers 


Who Seek Quality Products, 
Short Delivery 
Originative Design 
Promotion Ideas 


With Our Own Manufacturing 


©) 
G VOOWwOO 


TRADING CO., LTD 


C.P.0.BOX 9525 SEOUL,KOREA 

FACTORY : 251-177,KUEUI-DONG, 

SUNG DONG GU SEOUL,KOREA 

FAX. (02)452-5921 

TEL. (02)452-5402,2973,8602, 
8603 

TLX.K29884 


Your 
learning toys 
headquarters, 


Alphabets... numbers... fit-in shapes... lacing activities... 

puzzles... life skills products —just a few of the many 

Crepe Foam Rubber and wood products made by Lauri. 
All Lauri products are made in the U.S.A. 


Lauri, P.O. Box F-PL, Phillips-Avon, ME 04966 
(207) 639-2000 FAX (207) 639-3555 


toy COMpany 


200 Fifth Ave.. NY. 10010 
(212) 691-5895 


GAMES & CARDS 
MANUFACTURING 


“if you want the best quality, best prices and the 
best advice there's only one place to go— 
Yaquinto.” 

Lawrence Blackwell Clever Endeavor Pine Bluff, AR 


“Yaquinto provides service, service and more 
service . . . at reasonable prices. *. 
David McLean Quick Wit Mercer Island, WA 


“If you need quality, reliability, service and can't 
afford mistakes—you need Yaquinto.” 
George Chanos Notable Quotables San Diego, CA 


GAME PRODUCTION 
e Graphic Design e Manufacturing 
e Assembly e Packaging 
e Warehousing e Distribution 
e Marketing Consultation 
Yaquinto Printing Co., Inc. 
FREE BROCHURE 


4809 S. Westmoreland e Dallas, TX 75237 
214-330-7761 
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Patio control 


Performance That Makes The Difference 


Nikko America, Inc. HI 2801 Summit Avenue 
Plano, TX 75074 Mf (214) 437-6677 


g 
International 

@ Playthings 
120 Riverdale Road, Riverdale, NJ 07457 


(201) 831-1400 FAX (201) 831-8643 
NYC SHOWROOM 1107 Broadway, Suite 401 


Toys...that make a difference 


ONE STOP 


HAVE A CONCEPT YOU WANT TO PRODUCE? 


WE MANUFACTURE, 
MARKET & SELL! 


Your Single Source for 
Quality Production of 
@ GAMES 
@ BOOKS @ PUZZLES 


PATCH 
PRODUCTS 


® Quantities as small as 2,500 
@ Quantities as large as you need 


2944 GRAYBILL DR., BELOIT, WI 53511 
Tel. 608/362-6896 Fax 608/362-8178 


DOLLS 
WHEEL GOODS 
GUNS 
PRE-SCHOOL TOYS 
200 Fifth Avenue, New York, NY 10010, 
Suite 1164 » (212) 243-5710 


2200 N.W. 92nd Ave., Miami, FL 33172 
(305) 592-3541 


Product News 


Upper Deck launches two- 
in-one football card set 


CARLSBAD, CA — Upper Deck has 
launched its 1992 NFL Low Series Foot- 
ball cards, featuring two sets in one. 

The Upper Deck 400-card low series Sil- 
ver set is randomly inserted in 15-card foil 
packs. Included are such backfield super- 
stars as Thurman Thomas, Barry Sanders, 
and Emmitt Smith, cornerback Terrel 
Buckley, quarterbacks John Elway and 
Mark Rypien, plus many rookie stars. 

Also included in the Silver set are Foot- 
ball Heroes, a 10-card insert set depicting 
the record breaking former Chicago Bears 
running back Walter Payton during vari- 
ous stages of his career. In addition, the 
15-card Pro Bowl insert set features stars 
from the 1992 Pro Bowl in Hawaii. The 
Game Breakers subset features four holo- 
gram cards of wide receivers Haywood Jef- 
fires, Art Monk, Andre Rison, and Michael 
Irvin. is 

Upper Deck has also released a com- 
pletely separate, limited edition Gold set 
for the Low Series that showcases 50 of 
the finest NFL players in their own distinct 
15-card foil packs, randomly included in 
Upper Deck foil boxes. Stars appearing in 
this set include Joe Montana, Boomer 
Esiason, David Klingler, Lawrence Taylor, 
and Bruce Smith. #219 


THE FLIP-WING B 


305 East 63rd Street 
Kansas City, MO 64113 
Co 33-5114 
FAX (816) 444-1421 


AQUA SLING 


WATER BALLOON 


SLING SHOT 


GAMES 
San Diego, Ca. 
(619) 287-3511 
FAX 619-265-1554 


INNOVATION 
LEADERSHIP 
SUPPORT 


Western Publishing Company inc Racine WI 


DAVIS-GRABOWSKI, INC. * BUKI TOYS (U.S.A.) LTD. 
WE 
ARE oe 
NOW 


DGI/BUKI 


educational toys, games and gifts 


6350 N.E. 4th AVENUE, MIAMI, FL 33138 
P.O. BOX 381994 « Phone: 305-751-3667 
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Product News 


Hart Enterprises shows 

the power of the pen 
VANCOUVER, WASH. — Hart Enter- 
prises’ Squiggle Wiggle Writer is a motor- 


ized pen that vibrates and turns a straight 
line into a series of loops, waves, circles. 


f GRO Mart Eopererions, iv 


Hart’s Squiggle Wiggle Writer 


With over four million sold, the Squig- 
gle Wiggle Writer is a lead novelty item at 
such retailers as Wal-mart, Coach House 
Gifts, Imaginarium and Hallmark Gift 
stores, according to the company. 

The Squiggle Wiggle Writer comes in 
four different colors with four different 
pen tips — red, green, black and blue — 
and runs on one AA battery (not included). 
Approximate retail is $7. #210 


Bogner Entertainment 
puts home safety on video 


LOS ANGELES, CALIF. — “Mr. Baby 
Proofer,” a video guide to finding and fix- 
ing potential child hazards around the 
home, will be released by Bogner Enter- 
tainment Inc. This 30-minute video fea- 
tures Danny McNeill, an authority on child 
safety, who shows parents how to create a 
baby-safe environment. 

McNeill takes the viewer on a room-by- 
room inspection of a home, pointing out 
hazards and presenting practical solu- 
tions. Topics covered include the proper 
installation of acrylic panels on stair rail- 
ing, the value of stairway gates, the main- 
tenance of safe electrical outlets and more. 

McNeill, a former Hollywood stuntman, 
has been dubbed “baby proofer to the 
stars” and his Los Angeles-based organiza- 
tion, Baby Proofer International, provides a 
nationwide network of professionally- 
trained baby proofers. The program has a 
suggested retail price of $19.95. #216 
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MattelToys 


® 


Barbie® Hot Wheels® 
Disney Classics See ’N Say® 
Disney Infant & Preschool 


Buy direct from manufacturer. 
Low minimum opening order. 


For new customer information call: 
1 (800) 736-9444 


Mattel, Inc., 333 Continental Blvd. 
El Segundo, CA 90245-5012 
Mail Stop: M1-0904 
FAX: 1-310-524-2539 


2 
COMPLETE 
PLAY UNITS 
PER PACK 


_| ARROWCOPTER INC. 
P.O. BOX 6480 
SAN JOSE, CA 95150 
(408) 978-1771 
FAX:(408) 978-1270 


HELICOPTER 


MADE IN THE U.S.A. 
Patented. Copywrited. 


—— Will Enforce. 


Toi 
CO) 2300 Roosevelt Blvd. 
0 Our Name is Vee CA ee 
Your Business (0 808) 986-00; 0070 Calif. 


**We are a manufacturer and thas 
of musical and educational sy ooh 


(Local Agents Wanted!) 


1) | WONDERFUL TOYS (FACTORY) co., LTD. 
= P.O, Box 198, Fengyuan, Taichung Hsien, 
| Taiwan, R.O.C. Fax: 886-4-5269989. 
Tel: (04) 5260088, 5235095. 


“ih Dolls & Toys 


Playmates Toys, Inc. 

16200 So. Trojan Way 
La Mirada, CA 90638 
Tel: (714) 739-1929 


THE TALKING 
JIGSAW PUZZLE! 


“VBlwer 1-800-832-2331 
BUFFALO GAMES, INC. 


A FULL LINE OF CREATIVE PUZZLES & GAMES 


AMERICAN QUALITY 
AT A COMPETITIVE PRICE 


fall sizes and colors in bulk and special packing) 
+-800-672-5564 In WV 304-337-2264 
POBox 195, Paden City, WV 26159 


Mel Appel 


® 


NEW STUFF 


ALLESNIGHT 
MEDIA: 


RUBBER STAMPS 


BOX 10607 SAN RAFAEL, CA 94912 
(415) 459-3013 * FAX (415) 459-0606 


CALL 800-STAMPED FOR OUR CATALOG. 


THE 
OBVIOUS 
SOURCE FOR 
HALLOWEE 

COSTUMES 
ACCESSORIES! 


718/739-4040 
ONE RUBIE PLAZA - RICHMOND HILL. NY 11418 


ee aiocs a 


Toll Free: 800-347-3285 


DIRECT PRESS/MODERN LITHO 
386 Oakwood Rd., Huntington Sta. 11746 
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BASEBALL CARD GAME 


Authors Card Game ¢ Quickword Game™ 
Creative Whack Pack ¢ Tarot 
Custom Playing Cards 


eh A 


U.S. GAMES SYSTEMS, INC. 
179 Ludlow St., Stamford, CT 06902 USA 
Toll Free: 1-800-54-GAMES 
Tele: (203) 353-8400 Fax: (203) 353-8431 
Request Catalog on Store Letterhead 


MYSTERY! 


PTT Pema ea re 
bePUGLED — bePUZLED IE 
&} INSPECTOR CROSS” 


45 Wintonbury Avenue 
Bloomfield, CT 06002 
1-800-874-6556 


LOMB 


MARKETING, INC. 


CEDAR 


BROOK® 
Log Cabin Fun! 


The ideal 
playhouse for 
children! 
: =~ CEDAR BROOK RUSTIC CO. 
MANUFACTURER OF 
LOG CABIN PLAY HOUSES 


CEDAR BROOK NJ 08018 
609-561-4242 


SERIOUS FUN 
ES iGN 


mse DEVELOPMENT 
and MANAGEMENT 

.--concept thru manufacture 
Risa Hope 


914-737-2491 fax: 914.739.6775 


BUYING DIRECT? 


Come see us in Hong Kong 
¢ Rag Dolls » Plush 


+ Private Label Sewing 
Our Specialty 


HONG KONG: Flat 8, 8/F USA 


Sunray Industrial Bldg. 
610 Cha Kwo Ling Rd. 
Kowloon, Hong Kong 
Tel: 852-727-4365 
FAX: 852-772-7696 


P.O. Box 6525 
Monona, WI 53716 
Tol: 608-222-4949 

FAX: 608-222-7447 


The 


Menwec: 


A new concept in learning! 
Educational Placemats 


A great giftidea. Parents and kids love them. 
12" x 171/2" - Custom Laminated 


* * Nine Superb colorful Designs * * 


eMAPS e¢PLANETS + ANIMALS 


¢And much more... 


M. Ruskin Co. PO Box 222 Rockaway Park, NY 11694 
Call 718-474-1680 - Fax 718-474-5439 


VOICES 


For Dolls and Toys, Battery or 
Pull String Operated 


OZEN SOUND DEVICES, INC. 
225 BROADWAY 
NEW YORK,N.Y. 10007 
@., (212) WO 2-3232 


DOLL PRODUCTION 


made to your specs 


SCULPTURING, WAX MODELING, STENCILS, 
ROTATIONAL MOLDS, CUSTOM-MOLDING 
DECORATING, HAIR-ROOTING AND SEWING 


DICKER International, Inc. 


225 Broadway, New York, NY 10007 
(212) 962°3232 +°“FAX: (212) 9625520 


Testing & Inspection 
Service in Korea 


Testing in compliance with 


@ All U.S. Toy Safety Regulations 
(ASTM F 963-90/CPSC) 
@ European Standard,EN 71 
@ Other International Toy Safety Regulations 
(AS 1647/Japanese ST/C.R.C.,c.931 etc.) 
@ Chemical & Physical Testing 


Pre-shipment Inspection Service 
According to Buyer’s Specifications, 
Type samples,and specific Requirements. 
@ Final Random Inspection prior to Shipping 

@ Quality Assurance Package Service 


—Initial Production Check —During Production Check 
—Final Random Inspection 


Korea Inspection & Testing Institute 


for General Merchandise 
Toy Technology Center 


459-28, Garibong-dong, Guro-ku, Seoul, Korea 


Tel : 82-2-856-5615~7 
Fax : 82-2-856-5618 


J. KAN & COMPANY, INC. 


We are a Direct Manufacturer 
* of Plush Toys * 
We Custom Design 


%* High Quality Stuffed Toys.* 
For more information: 
FAX: (213) 688-1413 
TEL: (213) 623-7503 « (213) 688-2727 


942 SO. LONG BEACH AVE. 
LOS ANGELES, CA 90021 


Product News 


Sega gets in the ring 
with the ‘Real Deal’ 


REDWOOD CITY, CALIF. — Sega of 
America has joined forces with the present 
undisputed World Heavyweight Champi- 
on, to deliver Evander Holyfield’s “Real 
Deal” Boxing for the Genesis video game 
system. 


Evander Holyfield’s “Real Deal” Boxing 


This new sports title features a new 
trunks-up perspective, and 360 degrees of 
ring movement. Players can create their 
own contender by choosing a name, hands, 
head, skin color, hair and trunks for their 
boxer. They then balance the fighter’s pow- 
er, stamina, speed and defense. 

The action is furious and the up-close 
view captures every drop of sweat and 
blood. Players can pump their fighters up 
with Holyfield-like training methods, chal- 
lenge opponents in exhibition bouts, and 
fight through 28 top-ranked bruisers to 
face the champ himself in a title 
match. #202 


SET Enterprises looks 
for the perfect match 


NEW YORK — SET, a family game of vi- 
sual perception, recently made its network 
television debut on a segment of CBS This 
Morning. The game, which is a board 
game without a board, was presented in an 
interview with Parents Magazine colum- 
nist and educational expert, Julie 
Creighton. 

SET, invented by East Lansing, Mich., 
geneticist Marsha J. Falco, is based on the 
mathematical concept of set theory. The 
game uses 81 bridge-sized playing cards 
printed with symbols referred to as ovals, 
diamonds, and squiggles. Each shape is 
portrayed in red, green, or purple, and 
each color has gradations — solid, shad- 
ed, and outline. The additional variable is 
number or quantity of shapes per card — 
one, two, or three. The object is to find 
sets of three when 12 cards are laid out on 
a table. The first player to find a “Set” an- 
nounces it and removes it from the playing 
surface. The player with the most “Sets” 
at the end of the deck wins. 

SET retails in the $12 range, and is rep- 
resented by The Starting 9 Inc. #220 
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Product News 


Tiger Electronics Inc. 
brings back 2-XL 


VERNON HILLS, ILL. — Tiger Electron- 
ics is reintroducing the 2-XL talking robot 
to a new generation of children who can 
communicate with it about a variety of top- 
ics, from sports to animals to history. 
Originally introduced in the mid-1970’s, 
today’s redesigned and updated 2-XL in- 
corporates advanced interactive and user- 
friendly technology. 


2-XL from Tiger Electronics 


The personable robot communicates 
through a series of audio cassette tapes. 
Each program has about 30 minutes of 
questions and answers, highlighted with 
jokes and funny comments. Questions are 
asked verbally by 2-XL and answers are 
entered via multiple choice, true/false and 
yes/no buttons located on the robot. 2-XL 
even remembers how well a player has 
done and offers comical, witty responses, 
words of encouragement and occasional 
friendly teasing between questions. 

2-XL is now available at a suggested re- 
tail price around $45. Additional cassettes 
are available for about $6 each. #203 


LGB is making noise 
with new Sound Car 
HARRISBURG, PA. — LGB has intro- 


duced the 4268S Cattle Sound Car, the © 


first in LGB’s new line of sound cars. 
The 4268S is an American-prototype, 
wood-sided cattle car. Hidden inside are 
advanced sound electronics that generate 
the sounds of cattle. No special installa- 
tion is required. Just connect two leads 
from the car to the lighting sockets al- 
ready installed on the back of most LGB 
locomotives. An easy-to-reach volume 
control mounted inside the side door al- 
lows the volume to be adjusted for differ- 
ent conditions. #215 
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FOAM 
BALLS 


POOF 


MOH 


POOF TOY PRODUCTS. INC. 


45605 Helm Street spect pe 
Plymouth, MI 48170 


313-454-9552 


FLIP FACE RRIETS: 
DRAW AND ERASE! Nagy”7 


IMAGLTOY GROUP INC.. 


805 CAMINO LA POSADA CAMARILLO, CA 93010 
TELEPHONE: (805) 388-1788 — FAX: (805) 388-4936 


Reiner Associates, Inc. 
Engineering Consultants 
to the 
Consumer Product Industry 


ENGINEERING * TOOLING 
QUALITY ASSURANCE 
MANUFACTURING 


(203) 269-9327 


fil 


INDUSTRIES INC. 
WATCHES & FUN JEWELRY 


“Drenep's 


For Your Toy and Toy Premium Testing... 


& Springborn 


Laboratories 


Independent U.S. based laboratory 
with staff in Asia-Pacific and Europe 


Verify compliance with govenment and 
industry safety standards 


Confirm product specifications; ensure 
product quality 


Tel: (203)749-8371 Fax: (203)749-7533 
20 Springborn Center; Enfield, Ct 06082 


380 SMITH STREET 


NEW ADDRESS: 
FARMINGDALE, NY 11735 


Beauty and the Beast » Darkwing Duck 
© The Little Mermaid « TaleSpin 
Chip 'n’ Dale Rescue Rangers 
* DuckTales » 101 Dalmatians _°Disney 


TEL: (516) 777-8690 
FAX: (516) 777-8698 


BULLY’ 


GERMAN QUALITY TOYS & GIFTS 
Animals, Dinosaurs, Cartoon (eg BETTY BOOP) 
Figurines, Educational, Model Kits, Crayons 


BULLCLenbY the. 


36 West 25 Street, New York, NY 10010 
212/633-9575 FAX 212/645-9594 
Near Toy Building 


MERRIeTOTS” 


Infant Accessories 


Sheridan Infant Products, Inc. 
Telephone 716-871-2400 


: NEW WAY 
my. TO COLOR 


SONVILLE in ret 
JEFFER 5 
(800) 366-9261 FAX (812) 284-2329 


We supply Manufacturers 
and Premium Users 


CRAYONS © CHALKS ¢ CLAY 
PAINTBRUSHES ¢ DOUGH 
TEMPERA e ACRYLICS 
WATERCOLORS 


7 
COLORON oinoustries, inc. 
95 Lorimer Street, Brooklyn, NY 11206 
Tel. 718-384-6500 Fax: 718-486-5093 


Call or fax for a free quote! 
1-800-748-0318 © fax 616-673-3749 
1300 Lincoln Rd. ¢ Allegan, Ml 49010 


DELANO 


S*E*R*V:1°C°E 


FOR: ciris & BOYS TOYS @ INFANT 
POWER PALS @ HAND HELD GAMES @ DOLLS 
MINI DOLL HOUSES & ACCESS @ PRESCHOOL 

SESAME STREET EDUCATIONAL TOYS 
WATER & POOL FUN @ PINBALL @ NASCAR 


200 FIFTH AVENUE, SUITE 838 NEW YORK, NY 10010, 
TEL. (212) 255-8388 FAX. (212) 255-8520 
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Ss trp, MUSEUM 
a = QUALITY 
PRODUCTS 


GAMES : SCIENCE - BOOKS 
REPLICAS « POSTERS - AND MORE! 


The Top That Draws! 


Contact us for Info on the 
Complete DoodleTop line 


ASK FOR FREE CATALOG 
Box 630685 + Miami. Florida 33163 
Call Toll Free: 1-800-554-5414 Fax: 305-621-6894 


1-(800)858-9194 


KRAEMER EXPORT CORPORATION 


Export Distributors for 
Major Toy Manufacturers 
Offices in Mexico, 
South America, Caribbean 
and Europe 
(212) 206-0404 
49 West 23 Street 9th Floor 


New York, NY 10010 


RICH REWARDS 
FOR STOCKING A 
RICH ASSORTMENT. 


MANTUA. 


The Choice of Model Railroaders since 1926 
Mantua Industries, Inc. © Woodbury Heights, NJ 08097 © 609/853-0300 


e Lifetime Guarantee 
e Made in U.S.A. 
¢ 100% Hardwood 


Holgate Toy Co. + P.0, Box 774, Kane PA 16735 + 1-800-553-1929 


MANUFACTURER-EXPORTER_ OF 
HIGH QUALITY STUFFED TOYS. 
CUSTOMERS’ DESIGN WELCOME. 
G.S.P PRIVILEGE AVAILABLE. 
PLEASE CONTACT: 


Ta). 4900 2 >} © PT. INKO EREMA |\ 


“— 


Jalan Karang Bolong Raya No.10, 

Ancol Barat, Jakartatl14430 Indonesia. 
Phone : 672682-677977-677949-674156 
Fax : (62-21) 6901764 or 6904837 


SILHOUETTES 


Let The Games Begin! 


Made in the USA 
7 


*Game Parts for all Occasions 


PLAYTHINGS 


Cj rolco 


Box 8 
Kasota, MN 56050-0008 
Phone (507) 931-4525 
Fax (507) 931-6264 


CLASSIFIED 


ADVERTISEMENTS 


—A GAME OF 
FAMILY HISTORY 


Se"P 


GET FAST RESULTS Genealogy for Fun, Inc. 
P.O. Box 850061 
Richardson, TX 75085 


214-699-1649 


z 


bmx 5 
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In Brief 


Educational Insights’ GeoSafari has re- 
ceived the Seal of Approval from the Na- 
tional Parenting Center in the U.S., a Gold 
Award from What toy in the U.K., and 
“Toy of the Year” in the Netherlands... 
Ero Industries has relocated its corporate 
office to 585 Slawin Court, Mount Pros- 
pect, Ill. 60056-2183. The new phone 
number is (708) 803-9200, and fax is 
(708) 803-9223... Tyco Toys is consoli- 
dating its European product advertising 
with Bozell Worldwide Inc. effective Janu- 
ary 1, 1993. Bozell Worldwide is the agen- 
cy of record for Tyco in the U.S., and will 
continue in that role... The Juvenile Prod- 
ucts Manufacturers Association (JPMA) 
has released birth statistics for the 12- 
month period ended February 1992. An 
estimated 4.11 million live births occurred 
during that period, a decrease of one per- 
cent from the 4.17 births of the previous 
12-month period... Texas Instruments 
has offered to replace some parts of its 
electronic Musical Shape & Sort toy that 
could break and be a choking hazard to 
children. Replacement parts can be or- 
dered by calling 1-800-842-2737... Press- 
man Toys has awarded its $5 million ad- 
vertising account to Berenter Greenhouse 
& Webster... Mattel Inc. and Kenner 
Products have agreed to settle a copyright 
dispute involving Mattel’s Barbie and Ken- 
ner’s Miss America dolls. Mattel has al- 
leged, and a U.S. Customs hearing officer 
later agreed, that the heads of the five Miss 
America dolls look too much like Bar- 
bie’s... Educational Insights has estab- 
lished a toll-free fax line (800-995-0506) 
and a new, toll-free Customer Service /Or- 
der Hotline (800-995-4436), providing ac- 
cess to Order Desk reps devoted to quickly 
processing dealer orders... Dick Walther 
has been named toy buyer for J.T.’s Gen- 
eral Store, a home-delivery service... 
Thomas Michon, age 5 from Irvine, Calif., 
and Neil Nastanski, 9, from Orchard Lake, 
Mich., have been named the world’s best 
Lego builders at the World Cup competi- 
tion at Legoland Park in Billund, Den- 
mark... Classic Games is offering a toll 
free information phone line (1-800-486- 
4263) for Classic Best collectors who find 
an autographed Mike Schmidt, Nolan 
Ryan, Ken Griffey Jr., Brien Taylor or Da- 
vid McCarty card, randomly inserted in the 
1992 Classic Best Minor League Baseball 
series. Collectors can obtain a certificate of 
authenticity from Classic and register as 
owners... Fisher-Price announced that it 
is conducting a safety campaign for its 
model number 9104 Deluxe (Bolster) Car 
Seats manufactured between June 15, 
1992 and Sept. 4, 1992. The company has 
learned that the red button on the seat’s 
buckle pops up, preventing the buckle 
from latching. Consumers should call 
Fisher-Price toll-free at 1-800-432-5437 
for information about modification or re- 
placement of the seat. 
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AMERICAN MADE 


COUNTRY CRITTERS® 
Puppets 
and 


Plush Toys 


First in Quality and Service Since 1979 
WE PROVIDE JOBS FOR AMERICANS 
217 Neosho - Burlington, Kansas 66839 
Phone 316-364-8623 FAX 316-364-8920 


WATER GUN 


WIDE SELECTION FROM 
CONVENTIONAL TO SPECIAL 
A 


CTION 
7. 


HEEP TUNG MANUFACTORY LTD. 
SHATIN CENTRAL P.O. BOX 872 HONG KONG. 

Telex: 34426 HEEPT HX Fax: (852) 694 1933 

HEEP TUNG USA 

40 LAKE BELLEVUE, SUITE 100, BELLEVUE, WA 98005 
Tel: (206) 454 6891 Fax: (206) 635 0738 


SS) we're Not Famous, Just Fun |Z4 


We have any designs and 
prices you want! ' 


(CBee | 


E-POWER TOY 


Pe (02) 5080240. 
Fax: 886-2-5066536 


Fty Le Tal kong Taiwan 


: Fax: 852-7820071 y 
7 | Ry rey TGuanaeaner Ch aad 


INFANT, 
PRESCHOOL TOYS, 
Gill SETS, 
BOTTLES, BIBS, 


Tou chine the 
happiest tine Of your lite. | FURNITURE & MORE... 
MADE IN Over 200 items for all your nursery 
needs available from one place. 


PHONE: (508)345-7571 FAX: (508)342-5887 


RJP Electronics, Inc. 


A PRIME SOURCE FOR EXCITEMENT 
Manufacturer of 
e Karaoke Machine » LCD Game 
« Electronic Keyboard « Electronic Plush 
Educational Toys 
1455 MONTEREY PASS ROAD, #102 

MONTEREY PARK, CA 91754 

(213) 263-9883/FAX (213) 263-1787 


* Prototyping + Graphic Art Dept. + Marketing 


Toy\ uest « 


¢ Turn key. information & services 


+ Patents & Trademark Copyrights 
* Product development & Design 


ie inventors in the aA Industry" 


§ Did you think we 


just made car seats? 
ere to Century for a full line of 
children’s developmental toys from 
birth to 4 years. 


Corporate 
Showroom Headquarters 
200 Fifth Avenue 9600 Valley View Road 
Room 1209 Macedonia, OH 44056 
New York, NY 10010 (216) 468-2000 
; ~ T™ 
ACOUINREMENUS 


A 
Outfitters of Popular Culture 


face AES Fantastic toys, gifts 


and novelties! 
FREE Wholesale Catalog! 


004. (206) 782-9450 FAX #206-782-9413 
Box 30811 « Seattle * WA « 98103 


BULBS-SUCTION CUPS 
Wheels-BATON BALLS & TIPS 


IN STOCK FOR PROMPT DELIVERY 
ANY SIZE OR SHAPE 
MOLDED OR DIPPED TO 
YOUR SPECIFICATIONS 

extrusions. plastic 
injection molding. 


HARRY M. DORN, INC. osecon's.o417 


1133 BROADWAY e NEW YORK WN. Y. 10010 


Meccano Inc. 
C888 Seventh Avenue 
New York, NY 10106 

(212) 397-0711 


Oe) eee 
ERECTOR SET IS BACK! 
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Classified Advertising 


Business opportunities, positions wanted, job openings, closeout offerings 


CLASSIFIED ADS: BOXED DISPLAY ADS (up to 45 words per inch) are $60 per inch. REGULAR ADS are 70¢ per 
word (minimum $25) payable in advance. Box number is $6. Copy with check due in NY office the 15th of the month 
preceding publication. Please address all box ads to: Box *, c/o PLAYTHINGS Magazine, 51 Madison Avenue, New 


York, N.Y. 10010. 


We do not forward catalogs, photographs or merchandise. Only letters will be forwarded. Not Acceptable: 
Advertisements of manufacturing or commercial services or merchandise for sale, other than material for closeouts. 


AGGRESSIVE REPS WANTED 
Toy and Sporting Good Manufacturer is seeking independent 
sales reps and distributors to sell innovative new products to 
retailers and wholesalers. All areas open. Please send reume and 
territory to fax number: 714-852-8988. 


TOY REPS WANTED 
Giant Electric Toy Co., entering U.S. market one of a kind 
new products world patents & copy rights. All territories 
except Northeast & Southeast Box#10-01 Fax 516-889- 
7345 


“STUFFED TOY MANUFACTURER CO. FOR SALE OF 
ALL PART. OUR COMPANY IS LOCATED IN THE 
BORDER ZONE OF THE U.S.A. & MEXICO. SUCCESS- 
FULLY SELLLING FOR 19 YEARS TO BOTH COUN- 
TRIES. WE WILL FURNISH FINANCIAL INFORMATION, 
AS WELL AS COMPANY HISTORY. INTERESTED COM- 
PANIES REPLY TO BOX #10-02.” 


SEEKING FINANCIAL INVESTORS!! 
Newly-created (plush) five-doll product line unique and highly 
marketable! 

Contact: Tolen Hilliard, (713) 523-1161. 


PRIME SHOWROOM AVAILABLE 
Sublet showroom and offices in Toy Center fully equipped 
with fixtures, furniture, fax, copier, etc. Bright modern 


showroom with exceptionally heavy traffic during Toy 
Fair. Complete or partial sublet. This is an outstanding 
opportunity. Act fast. Will not last long. (212) 255-1296. 


REPS WANTED 

LARGE TOY COMPANY LOOKING FOR NATIONAL SALES 
MANAGER. 3-5 YEARS IN NATIONAL SALES EXPERIENCE 
IS REQUIRED. EXTENSIVE TRAVEL REQUIRED. COMPEN- 
SATION AND BENEFITS COMENSERATE WITH EXPER- 
IENCE.BOX# 10-03. 


REPS WANTED 
10 year established mfg. has some territories available for a 
personalized program that includes point of purchase customiz- 
ing options. Please send for information along with area 
Eee to B EI 9366 S. Cheshire Court Highlands Ranch, CO 


DO YOU NEED ME? 
22 years in jewelry and gift industry. Design product develop- 
ment marketing and national sales skills. Full time, part time, 
freelance or consulting. Call Vickie Taylor (310) 696-7524. 


LINES WANTED 
JERRY CRANDALL & ASSOCIATES, based in St. Louis, 
Midwest coverage. Very experienced salesman now seeking 
hove tage to represent. phone: 314-878-2730., Fax: 314- 


POSITIONS WANTED 
TOY COMPANIES : 
Recent creative college graduate seeking employment with a 
company to wortk on a design team creating toys. Qualifica- 
tions include a degree in Mechanical Engineering from a top 
school. Please contact: Gregory Sisolak, 857 Wheel Road, Bel 
Air, MD 21015 or 410-838-1423. 


SHOWROOM SPACE 
AVAILABLE FOR TOY FAIR AND OR ALL YEAR 
ROUND SUBLEASE 700 SF. WE WILL PURCHASE 


YOUR CLOSEOUTS FOR CASH FAX ANY INVENTORY 
AVAILABLE NOW. CALL MR. BROWN. 212-691-3624, 
FAX 212-741-0536 


LET THE GOVERNMENT FINANCE your new or existing 
small business. Grants/loans to $500,000. Free recorded 
message: (707) 448-0201. (RD7) 


CLOSEOUTS 
Closeout merchandise wanted. Please send descriptions, prices 
photos and/or samples to Bob Jones, Orbit Sales, 2761 
Teagarden Street. San Leandro, CA 94577. 510-352-7422. 


FOR RENT 

For TOY FAIR 1993. FRONT WALL SPACE IN DELUXE 
SHOWROOM IN 200 FIFTH AVENUE SOUTH, PRIME FLOR 
LOCATION. POSSIBLE YEAR ROUND, IF DESIRED. TELE- 
PHONE MEL POSIN 1-212-675-5010 

GOLDEN OPPORTUNITY - Aggresssive, medium size Toy 
Company in need of a Product Manager. Must be familiar with 
the Orient and be able to conceptulize, develop and bring 
product to completion. Box-10-04 


Jim Henson Productions forms new record label 


NEW YORK — Jim Henson Productions 
has announced the formation of a new re- 
cord label, Jim Henson Records, which will 
be launched in association with the Ber- 
telsmann Music Group (BMG). 

The label is being licensed to BMG un- 
der a five-year agreement for worldwide 
distribution. Zoom Express, a label in the 
BMG Kidz family, will lend administrative 
and operational support to the effort. 

Jim Henson Records will bring to the 
public for the first time the complete col- 
lection of award-winning songs from “The 


Muppet Show,” “Muppet Babies,” and 
“Fraggle Rock,” as well as gold and plati- 
num-selling albums from its television and 
film productions. The new label features 
Grammy award-winning composers Paul 
Williams, Joe Raposo, Jeffrey Moss, and 
Kenny Ascher. 

In addition, Jim Henson Records will 
present new all-star compilations as well as 
never-before-released performances by Jim 
Henson himself, according to the an- 
nouncement by Brian Henson, president 
and CEO of Jim Henson Productions. 


New company offers licensing services 


MUNICH — Merchandising Munchen, 
KG, of Munich, and Equity Marketing Inc., 
of New York, have announced the forma- 
tion of Hollywood Promotions to offer full 
promotional services throughout Europe. 

Hollywood Promotions, based in Mu- 
nich, is an equally owned joint venture of 
Merchandising Munchen and Equity Mar- 
keting. As a totally integrated promotion 
company, it will provide service to compa- 
nies seeking to use licensed properties, 
particularly characters from TV and film, 
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to help meet their marketing objectives. 

On Jan. 1, 1993, trade barriers will fall 
among the European Community’s 12 
member nations of Germany, France, Hol- 
land, Belgium, Luxembourg, Denmark, 
The United Kingdom, Italy, Greece, Spain, 
Portugal, and the Irish Republic. 

The new company will provide Europe- 
an marketers with promotional services 
and support, including strategic planning, 
review and acquisition of licensed proper- 
ties, design and manufacture of premiums, 


Jim Henson’s Muppet cast 


design of packaging, point-of-sale, trade 
incentives, and promotional tie-ins. 

The Hollywood Promotions company 
will be co-directed by Ulrich Klein, of Mer- 
chandising Munchen, and Joseph Con- 
forti, of Equity Marketing. 
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Endpaper 


Ground rules for 
launching a business 


Setting goals for your new venture helps avoid numerous pitfalls 


S tarting a new business is an im- 
portant and exciting event. 
However, you incur many responsibil- 
ities that the average wage earner 
does not want to cope with. You must 
condition yourself to face the respon- 
sibilities no matter what happens. 
Very few businesses are immediately 
successful. It takes planning, financial 
investment, hard work, intuitiveness, 
the ability to change direction if you 
have to, creativeness, business sense, 
and luck. 

Many businesses face adversity be- 
cause of their newness. The founder 
must be able to do every job that other 
executives, salesmen, or marketing 
people have to do in order to know 
whether his people are doing the job 
properly. The reality of problems 
makes the businessman learn how to 
face the problems, try to solve them, 
or seek advice to help him solve them. 

Now down to the business part of 
the planning, and decision-making 
process. There are steps and the fol- 
lowing will help. Some you may have 
done and some you have not. 


Planning for a new business 
1. What type of business is it? 
2. Is it an old industry or a new indus- 
try? 
3. Where do you want to establish 
your business? 
4. Is it going to be a corporation, part- 
nership, or individual ownership? 
5. How much of your time is it going 
to require? 


Richard Blank is the president of 
both Direct Communications Corpo- 
ration, which places TV time for a 
number of toy manufacturers and 
retailers, and U.S. Consumer Prod- 


ucts, specializing in licensing of 


new products, character licensing, 
and toy and game counseling. 
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6. Do you need employees, how many, 
and what do you estimate your payroll 
will be? 
7. What other general and administra- 
tive expenses do you estimate? 
8. How much space will you require 
and what do you estimate the cost for 
space will be? 
9. What do you estimate the cost of 
advertising and marketing will be? 
10. A) Will you have competitors, how 
many competitors will you have, who 
are they, and how much volume do 
they do? What do you estimate their 
net profit is? Where are they? 

B) Who are their customers? 

C) Where are their customers? 

D) How big is the total market? 

E) What is the total market that- 
presently uses your type of product? 
11. What other types of businesses 
can use your product? 
12. Where will you get your product 
from? 
13. What will your product cost from 
sources prior to finished manufacture? 
14. What do you estimate the cost of 
your finished product will be? 
15. Do you have to sign contracts with 
your sources of supply? 
16. What is the content of the con- 
tracts? 
17. What is your liability under these 
contracts? 
18. What is your liability to your cus- 
tomers? 


19. What type of agreement do you 
have with your salesmen? 

20. What do you have to pay your 
salesmen? 

21. What type of control do you have 
over your salesmen? 

22. What type of information have 
you given your salesmen? 

23. A) Do your salesmen know your 
market? 

B) Do they know your competitors? 

C) Do they know who to see? 

24. Have you given your salesmen 
names of customers to see? 

25. Have you gone out with your 
salesmen to see potential customers? 

26. Do you know who your salesmen 
are seeing and what the answers were? 
27. Do your salesmen use contact and 
report sheets, and do they submit 
these reports to you? 

Although it seems repetitious, after 
answering all these questions, list ev- 
erything you have done. 

Define all agreements with every- 
one regarding shares of stock, sala- 
ries, commissions, bonuses and incen- 
tives. List all promotional material you 
have purchased, (catalog sheets, sales 
promotion materials, etc.). Estimate 
the costs of some of these materials if 
acquired in larger quantities. 

Write an honest analysis of every- 
thing you think you did right and 
what you did wrong, and what you 
think you should do. 

Do an analysis of what you think 
the profits will be, based on sales esti- 
mates versus your expenses. Do not 
underestimate your business. 

These questions should be an- 
swered at once. It will help you to un- 
derstand your business. It will help 
others to understand your business. It 
will help you to make the right deci- 
sions for your business. 

Most of all, it will help you to make 
your business a success. Oo 
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In 1940, Hartland began an “American legacy that has endured four decades. The — 
introduction of the "Horse and Ryder Series" was so popular that horses of various breeds _ 
and sports legends were later added. 


‘Today, the tradition continues. Detailed with the same fine craftsmanship, Hartland is 
bringing back some of the most treasured collectables for a new generation. 


For more information on how to be a part of this American Tradition contact: 
Steven Manufacturing Co., 224 East 4th Street, Hermann, MO 65041, 1-800-472-3451. 
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It pertorms as well 


as it does in the 


Are your customers looking 
for some rompin’, stompin’, 
ready-to-run off-road action? 
Here’s a monster truck that 
will blow the doors off anything 
else on the market. The new 
1:14 scale Clod Buster Quick 
Drive, the ready-to-run that’s 


This new ready-to-run 
totally outperforms the compe- 
tition in all categories. Blazing 
speed. Proportional steering for 
precise control. Wheelie-pop- 
pin’ power. A mega-range radio 
transmitter, and huge coil damp- 
ened suspension system for when 


all Tamiya. the terrain is the pits. 
i 1:14 scale 1:14 scale 
, Tamiya Tamiya 
a Ferrari F-40 e Manta Ray 
Quick Drive Quick Drive 
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our store 


Plain and simple, it’s the first 
ready-to-run that’s not a toy. 

Powerful television and 
print advertising featuring 
the Clod Buster is coming 
this fall. And there’s even 
a toll-free hot line for dealer 
information and service: 
1-800-5-TAMIYA. 

Give us a call today. Because 
when it comes to performance, 
in the store or on the dirt, no 
one beats Tamiya. 


©1992 Tamiya America, Inc, 


2 Orion ¢ Aliso Viejo, California 92656 
714-362-2240 


